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“NAT” STANDS OUT 


with dress-parade packaging 


Brighten up your fastener shelves and speed up off-the-shelf selection with 
the snap and color of National’s high-visibility labeling and uniform packaging. 
These smart, trim boxes stand out, boldly identifying National quality by their 
glossy red and black finish. Color-coded labels make stock handling easier, too! Colors 
quickly identify fastener types. And sizes are printed large enough to see, even on 
higher shelves. yr 
Standardize on National’s most complete, accepted 
quality line . . . packaged to stand out boldly for greatest 


sales appeal. Ppp 
Ask Your Distributor . . . He Knows # eS 








THE NATIONAL SCREW & MFG. COMPANY coy @ | »/5 £ 


Cleveland 4, Ohio t bea! ; } - as it cune 
Pacific Coast: National Screw & Mfg. Co. of Cal. worsts 18) , G 


3423 South Garfield Ave. « Los Angeles 22, Cal. 





New 


BETHLEHEM 


RING-LOK and GRIP-SCREW 


\\ // 


They hold like screws 


Here are two new nails to help build up your profits. They 
are Bethlehem Grip-Screw Nails and Bethlehem Ring-Lok 
Nails. Both pack terrific holding power. . . 


to drive. 


and are easy 


Ring-Lok Nails have exceptional holding power because 
of the rings on the shank which act like barbs. 

Grip-Screw Nails have a threaded-type shank that actually 
cuts into the wood like a screw. 


FEWER NAILS NEEDED ON JOB 

With Grip-Screw and Ring-Lok Nails, there is less tend- 
ency toward splitting or loosening, less “working up.” Jobs 
move along faster because fewer nails are needed. 


for Strength 
... Economy 
... Versatility 
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AVAILABLE IN MOST STYLES 

Both of these new nails are available in most of the popular 
styles including underlay, flooring, drywall and pallet, in 
easy to handle 50-Ib cartons. 

When you stock and merchandise these nails, you'll 
find they move fast, with gratifying profits as the result. 
Demand for these nails is growing fast. Write us for further 
information on prices and promotional aids that will 


help you sell Grip-Screw and Ring-Lok Nails! 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


Export Distributor: Bethlehem Steel Export Corporation 


BETHLEHEM STEEL 


For more information use Handy Return Card, Page 67 











“OUVE GOT TO TALK BIG 





HOMF WORKSHOP 
BEST SELLERS... 


“ALL SAW" 
Mode! 909 





Model 202 
SANDER- 
POLISHER 


Model 808 
2-SPEED DRILL 
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SABRE SAW 
Model 505 


SOLDER GUN 
KIT Model 100K 
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WEN Offers Best 
Merchandising Support 


When you join the WEN 
selling program, you have at 
your disposal the best merchan- 
dising support in the field. You 
get a giant plastic lighted wall 
display, a handsome “complete 
home workshop” floor or counter 
display FREE—plus a really 
comprehensive tie-in merchan- 
dising kit with mailers, mats, 
additional displays, FREE. All 
this is backed by strong con- 
sumer magazine ads and Wen’s 
famous highway signs—selling 
for you across the country .. . 
over 500 million impressions 
strong. 


Cail your Wen Representative right away 
for more details ...or write: 


PRODUCTS, INC. 


5810 Northwest Highway 
Chicago 31, Wiinois 


For more information use 





“| did it with my 
Wen “All Saw” 


FINE FINISH SANDER — Light, handy and quiet. Powerful 
strokes per minute. Perfect for fine finish- 
ing and polishing. Strong black plastic case. 
Comes complete with 6 assorted abrasive 

SOHOSSSSSSSSSSSSSSSSSHSSESSESESE 

MULTI-PURPOSE SOLDER GUN KIT—Feather-light slim gun 
with 100 watts power. Heats in 24% sec- 
The kit includes the gun, extra tips for hot- 
cutting, smoothing, and rosin core solder 

. all in a handy fitted box for neat com- 
$7.95 


motor delivers 14,400 straight-line-action 

an sheets and 2 polishing pads. $13.95 
onds. Built-in spotlight focused on work. 
pact storage. 


%”" 2-Speed Power Drill 
Lightweight Sabre Saw 


WEN PRODUCTS, INC., 5810 Northwest Hwy., Chicago 31, Ill. 
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WEN 


SUPER-SALESMAN 
FOR FALL, 1960 


Buster Keaton, one of to- 
day’s hottest “‘persuaders” will 
be Wen’s top consumer sales- 
man during the peak selling 
period of Fall, 1960. In the ads, 
Buster really “‘talks big,” as you 
can see. 

Buster is remembered by mil- 
lions of over 40’s as the leading 
“dead pan” comic of the silent 
film era, and by equal millions 
under 40 for his TV films. Wen 
welcomes him to the fold with 
the expectation that Buster’s 
spirit of fun will gain even 
higher teader recognition for 
Wen consumer ads... and more 
sales for you. 


Consumer Ads 
Where They Count 





Wen ads will break in these 
leading magazines in September, 
October, November and De- 
cember to create bonus con- 
sumer demand during the peak ; 
of 1960 selling. 
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BUSINESS TRENDS 


> Business Outlook 


Midway in the year's final quarter, business continued sluggish 
in many lines of trade, but there were, nevertheless, no indica- 
tions of any rapid decline. Retail trade, in fact, perked up 
early in the quarter. Department store sales in late October 
soared to their best total since July for the third highest 
volume on record. These sales are solidly based on high-level 
consumer income, and a significant cash reserve in the form of 
savings. With installment indebtedness down and incomes up, con- 
sumers are primed for record Christmas spending. 


> Consumer Income 


Personal incomes after taxes, in the third quarter, climbed 
to $357.5 billion, 3.4 billion above the previous three-month 
period. Spending dipped a bit, but the rate of savings 
increased by $3.8 billion. Cautiousness in spending helps 
explain why retail sales thus far this year have been dis- 
appointing. However, savings, currently at the rate of $29 


billion a year, can be poured into the market in future 
months. 


> Straws in the Wind 


Total retail sales inched up by 2% in October while employment 
reached a new high for that month...unemployment, however, also 
moved to its heaviest total in several years...new orders received 
by manufacturers rose by 2% in September, the second straight 
monthly increase...contracts for residential construction, as the 
third quarter opened, were valued at $1.3 billion, 13% under a 
year ago...high rate of interest on home mortgages is still viewed 
as a major barrier to large scale advances in home building. 


> Minimum Wage 


When Congress convenes next January renewed pressure to 
extend and broaden minimum wage is virtually a certainty. 
Advocates of a new law would boost the minimum wage by 
as much as 25% and include many other industries in the 
coverage of such a law. Also there probably will be new 
proposals to give the government standby controls over 
wages and prices. 


> Farm Income 


In the first nine months of 1960 cash receipts from farm market- 
ings totaled $22.9 billion, a gain of about 1% over the 1959 
period. A 3% increase in the volume of marketings offset a 2% 
drop in prices received. Receipts from livestock and products 
totaled $13.8 billion, a 2% decline. Crop receipts totaling 
$9.1 billion were 5% above the first nine months of 1959. 
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.. he’s an educated bear... 
knows all about NIXDORFF chain.” 








there’s STRENGTH in a name 


NIXDORFF—the chain of fame—a vital 
link in America’s progress for 106 years. 


Packaged for profits 
chain packs, drums, and Merchaindiser 


NIXDORFF-KREIN MFG. CO. 


ST. LOUIS 6, MO. 


WELDED AND WELDLESS CHAINS / CHAIN ASSEMBLIES / CHAIN SPECIALTIES / WAGON AND TRUCK HARDWARE 
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AOE eS RRS 


get files off the shelf... 


RS SE RR SOARS SRR 


with this Black Diamond display. Remember the 
old rule... “You can't sell "em unless you can show 
em.” Here’s a smart way to get around the problem. 
48 of the most popular files come with orange and 
black Hi-lmpact plastic handles. They're carded, 
with suggested uses and the price on every file. 
The file and card are skin packed to assure lasting, 
factory freshness. ¢ Use the display on counter 
top or on pegboard. It’s free with the purchase of 
the 48-file assortment. ¢ Stop shoppers cold. Con- 
vert browsers into buyers. Order this self-selling 
file display from your Black Diamond wholesaler. 
You'll see sales and profits pick up. * Handles 
designed and manufactured by The Danielson 
Manufacturing Company—a Nicholson subsidiary. 


HERE'S WHAT YOU'LL MAKE 
8 ee 
RETAILER’S SELLING PRICE ..... . . $36.30 
Co fo ee 


BLACK DIAMOND 


Rotary Bur « Hacksaw and Band Saw Blade 


Ground Fiat St « Industrial Han 
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FACTS & FIGURES 


Sales Decline in October for 
Southern Hardware Wholesalers 


SALES BY Southern hardware 
wholesalers in October declined 
in each geographical region. 

The monthly survey conducted 
by SOUTHERN HARDWARE dis- 
closed that the sales decline was 
heaviest among Mid-South distrib- 
utors, the average loss being 
12.3%. Sales were off an average 
11.1% among Southwestern whole- 
salers, while the average drop in 
the Southeast was 4.9%. 

For the entire South, the de- 
cline in sales for the month av- 
eraged 9.8%,. 

In the first 10 months of 1960 
sales for the entire South aver- 
aged 6.2%, under the January- 
October period of 1959. 

The rate of decline was simi- 
lar in each of the South's geo- 


graphical regions. The drop in 
sales averaged 6.9°/, among Mid- 
South distributors, 6.2%, for those 
in the Southeast; followed by a 
5.6%, loss in the Southwest. 

In the number of days’ business 
on the books, Southeastern dis- 
tributors led with an average 
50.9 days. Mid-South yy 
reported an average 49.7 days, 
while the average was 46.3 in the 
Southwest. 

During October, inventory 
levels advanced fairly sharply in 
the Southwest with an average 
gain of 9.4%, modestly in 
Mid-South where an average |.3%/, 

ain was reported, and declined 
eattanally in the Southeast. 

For the entire South, inventories 
were up an average 3.7%. 





WHOLESALE HARDWARE SALES AND INVENTORIES 





SALES 


INVENTORIES 





Percent Change 


No. Days’ | Percent Change 








GEOGRAPHICAL 


DIVISION 
from from 


Oct. 1960 lo Months "60) Oct. 1960 


Oct. 1959 fe Months ‘59 Oct. 


Business 


on the Books 
ae A eer from 


Oct. 1959 





— 49 
—12.3 
—i1.1 
— 98 


—6.2 
—6.9 
—5.6 
—6.2 


SOUTHEAST 
MID-SOUTH 
SOUTHWEST 
ENTIRE SOUTH 














50.9 = 2 
49.7 | +13 
4.30 +9.4 
48.6 | +3.7 
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Geographical divisions: Southeast (W. Va., Va., S. 
Miss.) Southwest (La., Ark., Oka. Tex.) 


Tenn., Ky., 


Cc., N. C., Ga., Fla.) Mid-South (Ala., 
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@ In the third quarter, peo- 
ple had more money to 
spend than ever before. 
But retail sales didn't rise. 
It is suspected that con- 
sumers are paying off old 
debts before taking on 
new obligations. 


One key to business ac- 
tivity in months ahead will 
be demand for durable 
goods. Slack in home- 
building has hurt sales of 
furniture and appliances. 
But outlook is for improve- 
ment in ‘61. 


Americans will fork over 
$50 billion in taxes this 
year, $29 billion more 
than in 1950. Social secu- 
rity taxes account for a 
big chunk. These $144 an 
employee now pays on a 
$4,800 income will rise to 
$216 in 1969, 9% of the 
employee's income. 


Now's the time to start 
planning inventory and dis- 
plays of garden supplies 
and equipment. You'll 
want to be ready for 
those early bird gardeners 
who pop out with the first 
- of spring. Check 
sales opportunities 
in power equipment. New 
models have great sales 


appeal. 
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Stevens Named President of SHGA; 
Dunning Wins Championship 


Upwarps OF 100 members of 
Southern Hardware Golf Associa- 
tion gathered at the Mid-Pines 
Club in Southern Pines, N. C., 
November 2-4 for the fifth anni- 
versary meeting and tournament 
of the group. As properly be- 
fitted a major milestone, brisk but 
sunny weather prevailed through- 
out the meeting which at the con- 
clusion saw the installation of a 
new champion. 

He is Charles H. Dunning of 
Clemson Brothers, Inc., who in the 
finals of the championship flight, 
defeated Vince Lowe, Jr., Peter- 
son & Lowe Co. The 1959 cham- 
pion, Charlie Sutlive, Screw and 
Bolt Corp. of America, was unable 
to be present this year. 

Medalist honors were captured 
by Al Low, Jr., who posted a 
score of 76 in the qualifying 


round of the tournament. 

Harold A. Stevens, True Temper 
Corp., was elected president of the 
group succeeding J. J. Wallace, 
Clemson Brothers. 

L. L. Kennedy, Kennedy Whole- 
sale Hardware Co., was named 
first vice-president; and M. H. 
Campbell, Campbell Chain Co., 
second vice-president. 

Named to the executive com- 
mittee for a three-year term were: 
C. B. Marshall, Piedmont Hard- 
ware Co.; Frank Carr, Anderson 
and Ireland Co.; and Frank War- 
nell, Union Carbide Corp. 

Other flight winners and run- 
ners up were: 

Second, W. Higgins, who won 
the Worth G. Plyler Memorial 
trophy by defeating Harry Jerni- 
gan. 

Third, C. Nichols, H. Clark. 


Harold A. Stevens, center, newly-elected president of Southern Hardware Golf 

Association, presents a plaque in recognition of his services to outgoing presi- 

dent, J. J. Wallace. Looking on from left are M. H. Campbell, second vice-presi- 

dent and L. L. Kennedy, first vice-president. At right is Henry M. Worthington, 
secretary. 


Fourth, E. Frock, T. Vander- 
Voort. 

Fifth, C. M. England, R. Poer- 
stal. 

Sixth, R. Bamford, C. Hamilton. 

Seventh, M. Bond, F. Bedan. 

Eighth, T. Dillon, W. Gillespie. 

Ninth, W. Perkinson, R. Osborn. 

Tenth, A. P. Hendricks, Sr., L. 
Gilliard. 

Eleventh, J. Allison, A. Smith. 

Twelfth, E. Pomeroy, G. Weide. 


+ 


Pflueger Announces New 
Sales Representatives 


REGIONAL sales representatives 
recently appointed by The Enter- 
prise Manufacturing Co., Akron, 
Ohio, included Jim McClendon, 
Dallas, Texas, and William C. 
Goodwin, Birmingham, Ala. 

McClendon will be regional sales 
manager for the states of Texas, 


Goodwin McClendon 


Louisiana, and a portion of Missis- 
sippi. He replaces W. C. Eberhard 
who had been with Pflueger for 
30 years. Eberhard resigned to re- 
turn to Albuquerque, N. M., be- 
cause of health conditions in his 
family. 

William C. Goodwin will be as- 
sisting regional sales manager, 
Gaines C. Smith. They will handle 
the states of Kentucky, Tennessee, 
Alabama, Georgia, and a portion 
of Mississippi. 
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—NOOTHER Le 
REEL MOWER ila 
IS PUT TOGETHER 
WITH 
SUCH CARE 


QUALITY TELLS WESTERN TOOL & STAMPING COMPANY 
QUALITY SELLS 2725 Second Avenue « Des Moines 13, lowa « Dept. SH-2 


Mail this coupon for information on the complete Homko quality line 


Your customers can feel the quality built into every 
— and news about the unusual “‘HOMKO HOEDOWN" promotion. 


Homko mower .. . in the magnificent design, the superb 
craftsmanship, the advanced features! That's why 
Homko quality mowers sell on sight . . . and why 

you'll have more satisfied customers when you carry 
the complete 1961 line of Homko power mowers! 
Address 


City Zone State__ 
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INDUSTRY NEWS 


This Month 


with the 


THE OLD Guarp was out in force 
recently both at the National 
Hardware Show in New York and 
the convention in Atlantic City. 

Among those pounding the 
aisles at the show or otherwise 
looking the situation over were Ed 
Hoge, Doug Cravens, Bill Rumley, 
Bill Gillespie, Clyde Holley, and 
Elmer Murray. 

Many of these moved on to At- 
lantic City for the most summer- 
like convention in years. Making 
the rounds were Dietz Lusk, John 
Lasley, Charlie McKnight, Earle 
Meadowcraft, Wally Nall, Ned 
Hornibrook, I. W. Williams, Harold 
Torian, and Jack Bailey. 

é Greeting friends in their respec- 
tive company booths were Dewey 
Godfrey, Frank Horton, George 
Day, E. B. Frock, Hubert Groves, 
Stuart Jones, Tim O'Leary, Jim 
Young, and Herb Wannen. 

R. J. Donahue was among those 
enjoying the Central States din- 
ner, and J. T. Cobb was seen rush- 
ing from one hotel to another. 

A sizable number of Old Guard 
past presidents were present for 
the annual luncheon of the X- 
Club, the unique and slightly ir- 
reverent organization composed of 
past presidents of the National, 
Southern, and Texas wholesale 
hardware association, and the 
Old Guard. On hand were C. L. 
Peterson, Stanley Woodward, 
Harry Taylor, Sam Eaves, Red 
Gardner, Connie Goldstrohm, Till- 
man Cavert, and Charlie Pitts, OG 
secretary-treasurer. 


From over in Alabama, I. F. 
“Grif” Griffin has ad his troubles. 


10 


Old Guard 





He reports that he had about 10 
detours recently between Ocala 
and Tarpon Springs, Fla. The 
highways were still under water 
from the heavy rains of six weeks 
previously, with some bridges and 
roads washed away. It was tough 
trying to make a definite itinerary 
—proving that some days you just 
can’t make a nickel. Bill Currie’s 
secretary lets us in on the news 
that William is the proud owner 
of a 1923 Model T Ford touring 
car. Friends and customers will 
be hearing more about this ’ere 
too long. 


+ 


Up and about now after spend- 
ing a few days battling a rambunc- 
tious ulcer, Harry Hoffner, wants 
“to thank all my hardware friends 
in Atlanta who were so good to 
me while I was confined at Geor- 
gia Baptist Hospital.” Harry goes 
on to say that he “had a card from 
Henry Allison recently stating that 
he is progressing rapidly and we 
all hope he will soon be his old 
self again.” 


~ 


From the wide open space of 
Texas comes word from Old Pablo 
himself, Paul Speaker, who relates 
that he took in the opening day of 
the goose season along with Bob 
Botts of Winchester Arms Co. 
They journeyed to Eagle Lake, 
Texas and the limit was bagged 
by all. 

Paul advises that Gilbert Gardi- 
ner, sporting goods buyer at Peden 
Iron & Steel Co., passed away in 
October. He was coaching a group 
of boys in “Peewee” football when 
he had the fatal heart attack. 


(Continued from page 8) 


The Speakers celebrated their 
26th wedding anniversary on Oc- 
tober 20 and Paul must have been 
thinking of appropriate gifts as 
he penned this news: “I see where 
Neiman-Marcus in Dallas is ad- 
vertising ‘His’ and ‘Her’ airplanes 
as a Christmas gift suggestion, 
‘His’ at $149,000, and ‘Hers’ a mere 
$27,000. I will be glad to handle 
any orders for Old Guard mem- 
bers and waive all commisssions. 


* 


Charlie Pitts reports his delight 
at seeing the unusually large num- 
ber of OG members in Atlantic 
City, is pleased also at the news 
being sent in for this column each 
month and hopes the members 
will continue to do so. (To which 
this somewhat beatup editor adds 
a solemn amen.) 
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Union Steel Chest 
Expands S. E. Coverage 


Union Steet Chest Corp., of 
Le Roy, N. Y., manufacturers of 
tool chests and fishing tackle box- 
es, has announced revision of its 
sales representation in the South- 
eastern states of Virginia, North 
and South Carolina, Georgia and 
Florida. 

The firm’s line of Steel Tool 
Chests, Service Kits, Utility Chests, 
Parts Cabinets, Cash and Bond 
Boxes, and Personal Files will be 
handled by Jack C. Lyle & Associ- 
ates, 408 Glenn Bldg., Atlanta 3, 
Georgia. Lyle has Don Miller and 
Ed Knudtson covering the terri- 
tory with him, and they will con- 
centrate largely on serving the 
hardware wholesalers in the 
Southeast. 

Union’s fishing tackle boxes, in- 
cluding the new “Playboy” series 
of hi-impact plastic boxes, will 
be handled through the R. M. 
Noyes Co., 402 Tanglewood Dr., 
Anderson, S. C., well-known sales 
representatives to the fishing 
tackle trade. The Noyes organi- 
zation is headed by R. M. “Dick” 
Noyes who has his son, Jack, and 
brother, Chick, associated with 
him. 

The new alignment of sales rep- 
resentatives places six reps in the 
territory to handle Union’s ex- 
panding sales to Southeastern 
jobbers. 
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Yacht Sisal 


COLUMBIAN proudly presents the newest member of its crew 
of fine ropes, the COLUMBIAN YACHT SISAL. 


Light, handsome and easy to handle, the new YACHT SISAL 
is a full 20 percent stronger than any previous sisal rope and 
costs far less than many brands of Manila with similar breaking 
strengths. 


COLUMBIAN rope experts developed a new construction for 
sisal rope and new lubricants as well. Combined, these two new 
exclusive COLUMBIAN features are responsible for the new, 
high breaking strength of YACHT SISAL. 


Now, YACHT SISAL “on the average is as strong as Federal 
Specification TR-605 for Manila.” However, COLUMBIAN 
Tape-Marked Pure Manila Rope exceeds substantially these 
strength figures. 


Only COLUMBIAN can offer you YACHT SISAL and back it 
100% by the COLUMBIAN reputation for the finest in all types 
of cordage. And, the same fibre-deep chemical treatment for 
water, rot and fungi that has distinguished COLUMBIAN ropes 
from all others is lavished on YACHT SISAL as well. 


COLUMBIAN Ro; 


ws TWINES 2 


bt wa = Auburn, “The Cordac 
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INDUSTRY NEWS 
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HELLO FoLks: It is hard to 
realize that December is here al- 
ready . . . Seems only a couple of 
months ago that John Hogue and I 
were flying to Amarillo for a sales 
meeting on January 2 at Amarillo 
Hardware . . . We sure took care 
of the excess champagne on that 
Continental flight back to Dallas 
that afternoon. 


Was sure good to visit with 
Ralph Kirby, Charlie Smith and 
Joe Rogers from this magazine in 
New York .. . Time seems all too 
short at a Show like this . . . guess 
about half the agents in the 
Southwest were at the Hardware 
Show . . . Haven’t done too much 
traveling the last month (i.e. work- 
ing my territory), spent a week 
catching up on paper work when 
I got home. 


Lloyd Cummings, Ron Larsen, 
Ron Wray. Jack Ryan with a visit- 
ing fireman and Bill Kreer were 
by the other day . . . Bill says he is 
feeling good and to his many 
friends I'll tell you he looks good 
. .. Hasn’t changed a bit. 


In South Texas where our an- 
nual rainfall is from 26 to 30 
inches, places like Kennedy and 
Corpus Christi had half their 
yearly amount at one time... I 
didn’t think I was going to get out 
of town to go to Corpus Christi 
Hardware’s sales meeting the 
other morning . . . Gene Dubey 
and Bert Chapman were on the 
program too... Joe Wood said he 
took special care to be sure he got 
on the right jet plane coming back 
from New York for Dailas this 
year... 

As quite a few of you already 
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Southwest Ramblin's 


By JIMMIE McKIE 





The McKie Co. 
San Antonio, Tex. 


know, Joe and Franklin Flato last 
year got on a 707 in New York for 
Dallas and took the first two va- 
cant seats .. . The fellow at the 
gate had checked their tickets, but 
steered them to a plane for Los 
Angeles instead of Dallas. The odd 
part of it was the two seats they 
took were the only ones on the 
plane not reserved, so they didn’t 
catch it until the pilot announced 
they were over Cleveland .. . Joe 
told Franklin they didn’t go over 
Cleveland going to Dallas... 
Then the mistake was discovered 
.. . They rode on to Los Angeles 
then back to Dallas. 


I am on the second week of my 
Western trip and am writing this 
from Amarillo... I noticed W. Lee 
Watson's picture in two national 
plumbing magazines ... The 
American Institute of Supply As- 
sociations, Inc. had their conven- 
tion in Bal Harbour, Florida, in 
late October and Lee is the “El 
Presidente” .. . Did not see him 
when I called on Weakley-Watson 
last week, but did see O. B. 
Horner, Alec Bartholemew and 
Austin Wilkins. 

Had a nice visit with Bill Mc- 
Kinney and Frank Moore at West 
Texas Wholesale in Abilene .. . 
Missed not stopping at Pecos to 
call on Galbraith Steel ... Ran 
into Bob Duke at Momsen-Dunne- 
gan-Ryan, the only Booster I saw 
in El Paso .. . This trip I caught 
all the folks in at both Momsen 
and Zork . . . Russ Cornelius has 
taken Jack Smith’s place at Mom- 
sen. Charles Oakley has taken Jim 
Brennan’s place at Zork .. . Jim 
is seriously ill, so I am told. 

In Albuquerque ran into Bob 


(Continued from page 10) 


and Connie Wood . . . Understand 
Rolf Jarlen was there the day be- 
fore; had lunch with him and Jim 
Develin in Amarillo later . . . Also 
saw John O’Mara who told me 
Joe Steele, Oklahoma Hardware 
Co., was on two week active duty 
at the Sandia Base; I called Lt. 
Col. Steel . .. He, Bob, Connie and 
I spent a very pleasant evening 

. Bob said Gilbert Gardiner, 
sporting goods buyer at Peden, 
passed away in late October. . 
Do not have any more information 

. . He sure was a fine fellow. 


Also for those who didn’t see 
the report: Frank (The Colonel) 
Campbell passed away in mid- 
September . . . I heard this but 
couldn’t confirm it for the No- 
vember article . . . When I think 
of him a lot of pleasant memories 
dart through my mind .. . Also 
remember one time when he and 
Rumsey Plumb were picked up at 
the airport by the Houston police 
as suspicious characters 
Never did find out exactly how 
much Jimmy Bryan and Hubert 
Groves had to do with this... 
more than was ever told I am sure. 


The folks at Amarillo Hardware 
are all there and busy . . . Jerry 
Ratcliff said the Tri-State Hard- 
ware Association will use the Ex- 
hibits Building at the Fairgrounds 
for their convention this year in- 
stead of the Herring Hotel. 


We hope you and yours have a 
very Merry Christmas and a 
Healthy, Happy and Prosperous 
New Year... Adios Mi Amigos. 


Sd 


O'Radnik Assumes Post 
with Nixdorff-Krein 


THE APPOINTMENT of Clarence 
E. O’Radnik as sales promotion 
manager of Nixdorff-Krein Manu- 
facturing Co., is announced by 
Ellis C. Littmann, president ; 

As part of his duties, O’Radnik 
will act also in a sales advisory 
capacity to the Walsh Manufactur- 
ing Co. of Charles City, Iowa, 
wholly-owned subsidiary of Nix- 
dorff-Krein. 

O’Radnik was formerly the gen- 
eral merchandising manager of 
Shapleigh Hardware Co., St. 
Louis, Mo. 
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Here’s More 
Than A Nail To 
Sell To Dry Wall 

Customers 





It’s a Brand New Technique To Cut Material 
and Labor Costs and Stop Nail Popping 


This revolutionary nail has caught on fast. So 
fast that Sheffield has had to switch more facil- 
ities to its production in order to supply dealers 
with stock. Here are the reasons for its surging 
demand. 


1. This brand new conical-nub headed nail 
will fasten 25% more dry wall per cwt. 
than its .098 predecessor. 


2. The nub in the conical head and the mod- 
ified ring shank facilitates faster nailing— 
saves one hour per house. 


You can readily demonstrate to your dry wall 
customers -that these two advantages alone more 
than offset the cost of the nails. 


Simply take 25% of your selling price on the 
nails and add it to the number of hours saved 
times the going dry wall labor rate. 


Stops Nail Popping or Bulging 


Your dry wall gustomers will readily see how 
these other advantages will eliminate complaints 
and call-back time and trouble. 


3. The nub in the center of the head takes 
the force of hammer blows—protects the 


thin conical head from distortion and in- 
creases the bond of the sealing compound 
to steel. 


4. The conical head is thin so that the final 
hammer blow countersinks it with its rim 
flush with the wall surface. Breaking the 
paper surface is virtually eliminated and 
smooth taping of the joints is made easy. 


5. Annular rings placed at the mid-section of 
the shank concentrate the holding power 
in the wood at the point where needed— 
preventing popping of nails or bulging 
of the heads. 


6. When the wood dries and shrinks, the nail 
moves with it. The tension of the counter- 
sunk conical nail head is maintained. The 
dry wall is held tight against the lumber. 
The scientific positioning of the rings on 
the shank is important because wood 
shrinks from the outside inward. Dry wall 
workmen like it too because the nails can 
be handled without irritating fingers. 


Dealers! Contact your distributor quickly because 
this new dry wall nail is the fastest selling Shef- 
field nail yet. Patent is applied for. Only Sheffield 
distributors can supply it. 


SHEFFIELD DIVISION 


Sheffield Plants in Kansas City, Tulsa and Houston 








ARMCO STEEL CORPORATION 


OTHER DIVISIONS AND SUBSIDIARIES: Armco Division + The National Supply Company + Armco Drainage & Metal 
Products, Inc. « The Armco International Corporation + Union Wire Rope Corporation + Southwest Steel Products 


For more information use Handy Return Card, Page 67 
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INDUSTRY NEWS 


Huey & Philp Co. Sold 
to Harry Lebensfeld 


SALE oF Huey & Philp Co. of 
Dallas to Harry Lebensfeld, New 
York City, president of United 
Industrial Syndicate, Inc., was 
completed on October 4. 

It has been announced also 
that Lebensfeld, who now holds 
more than 98 percent of the com- 
pany’s stock, is chairman of the 





board. 

In a letter to Huey & Philp 
employees, Lebensfeld stressed 
that he intends to continue com- 
pany operations as they have been 
under Alvin H. Lane and William 
H. Philp, president and vice-presi- 
dent, with all present officers, 
managers, and personnel. 

Making the original offer on 
August 1, 1960, Lebensfeld said 
that he would buy the Huey & 





CHAN yey _LOCK Shoe 


Hundreds of thousands of tool users 
buy this plier every <a . 


= 


DO THEY BUY IT 
FROM YOU ? 


Every year, hundreds of thousands of 
tool users .. . including your customers 
. . lay their money on the line for the 


(Continued from page 12) 


Philp stock for $25 a share, pro- 
vided that at least 80 percent of 
the 218 stockholders accept his 
offer. 

The owners of more than 98 
percent accepted the offer. The 
stock last traded at about $16 to 
$18 a share, had a $38 book value, 
and earned $1.96 a share last year. 

The 88-year-old firm of Huey 
& Philp, which sells wholesale 
hardware and hotel and restaurant 
supplies, has about 270 employees 
and last year’s net sales totaled 
approximately $8,750,000. 

United Industrial Syndicate, 
Inc., through its subsidiaries and 
divisions, employs more than 4,000 
people and has annual sales in 
excess of $50 million. 


e 


Son Replaces Harry Neill 
as Androck Sales Rep 


Jack L. NEILL will replace his 
father, Harry G. Neill, as St. Louis 
representative for The Washburn 
Co., according to E. J. Fieser, 
Androck sales manager. 


Channellock No. 420. They say no other plier 
does so many jobs so well. That's why it will 
nay you to stock it... catalog it. . . display it 
up front. You'll like the fast turnover and the 


Jack L. Neill 


extra profits of America’s fastest selling plier. Send 


for our new catalog. 


CHAMPION DeARMENT TOOL COMPANY - MEADVILLE, PENNSYLVANIA 


\ 
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IT’S PROFIT-WISE TO STOCK THE GENUINE CHANNELLOCK LINE 


For more information use Handy Return Card, Page 67 





Harry Neill is a veteran sales- 
man of the Androck sales force 
having been with the company for 
31 years. He plans to retire at the 
end of the year. 

Jack Neill attended St. Louis 
University and has been in sales 
work since his discharge from the 
Army. He will handle all lines of 
Androck products including house- 
wares, hardware, bicycle baskets, 
egg baskets, locker baskets, and 
barbecue tools. With headquarters 
in St. Louis he will cover Missouri, 
Arkansas, Oklahoma, Kansas, and 
western Tennessee. 
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Executives of Pro Hardware group meet in Atlantic City. 


Executive Meeting Held 
by Pro Hardware Group 


MaAJor decisions to stimulate 
rapid expansion in member retail 
stores were agreed upon by the 
executive staff of Pro Hardware, 
Inc., at a meeting held in Atlantic 
City. 

Paul L. Cosgrave, president of 
the Pro group, reported that the 
two major areas of activity de- 


cided upon were in cooperative 
newspaper advertising and in 
group buying. 

Cooperative advertising was 
tested out in eight different mar- 
kets. The ads used were one-half 
a page in size and contained 12 
promotionally priced items. Deal- 
ers’ names were listed below the 
ad. Among the major newspapers 
used were the N. Y. Times and the 
Houston, Texas Chronicle. Based 


upon results from these and other 
areas the group plans on expand- 
ing its advertising to over 30 major 
city newspapers. 

Up to now, Pro promotional ac- 
tivity has been pretty much limited 
to direct mail advertising. 

Group buying for the five an- 
nual circular promotions has 
turned out to be extremely suc- 
cessful, it was reported. Now the 
Pro group plans to expand into 
staple lines. They also are brand- 
ing some merchandise under their 
trade name of Proven. Lines cur- 
rently branded under the Proven 
label are paint brushes, power 
tools, measuring tapes, ironing 
board pads and covers, and tool 
boxes. 

Lyle Wilmott, merchandise man- 
ager of Pro Hardware, conducts 
the negotiations of group buying at 
the home office in Larchmont, N. 
) 

Members attending the meeting 
in Atlantic City were Decatur & 
Hopkins Co.; Heitmann, Bering- 
Cortes, Inc.; Chas. Ilfeld Co.; May 
Hardware Co.; Rose, Kimball & 
Baxter, Inc.; P. A. & S. Small Co.; 
Strevell-Paterson Hardware Co.; 
M. S. Young & Co.; and Whitlock 
Corp. 








A good pair of team-mates to dis- 
play and sell together. Each has great 
eye-appeal and is beautifully pack- 
aged — together they cover most 
fishing needs, are easy to sell. Long 
life and sturdy performance are built 
in by AIREX, America’s oldest 
maker of Spinning Tackle. 


IMPALA — easy to sell, easy to use. 
Has all of the features of the high 
priced models but priced for volume 
sales. All metal, beautiful Epoxolite 
finish. List $12.95. 





LARCHMONT — exclusive quadrant 
Brake, 2 different size spools to hold 
200 yds. of 6 Ib. test line or 200 yds. 
of 10 Ib. test line. Handsome gold 
Epoxolite finish. 


List (with 2 spools) $32.50. 


Unconditionally Guaranteed by 


AIRE X 


Division of The Lionel Corporation 
15 East 26th Street, New York 10, N. Y. 
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INDUSTRY NEWS 


Swinging Around 
The Southeast 


IT WAS THE closest election in 
years, and it will be interesting to 
see if our new president will be 
able to carry out his campaign 
promises .. . New seats in both 
houses gained by the GOP, plus 
the Southern conservatives may 
cause some hot times at the main 
stem ... No doubt about it, Mr. 
Kennedy will be a busy man for 
the next four years. 


Due to last minute changes, 
yours truly was unable to attend 
Southern Hardware Golf this year, 
and I certainly missed being there 
. .. Reports have it that, as usual, 
it was a good get-together .. . C. 
B. Marshall, Piedmont Hardware 
Co., Danville, Virginia, reports he 
overheard a conversation during 
the SHGA meeting in which a cer- 
tain editor of a certain Southern 
hardware trade magazine made 
the remark that perhaps he wasn’t 
so good at golf, but at least he was 
a great lover! (This will be an in- 
teresting note for his wife, Martha, 
to ponder). 


Al Bell, Southeastern repre- 
resentative for the Washburn Co., 
attended the golf meeting, I’m glad 
to report ... Al hasn’t been feeling 
too well, but this news proves he 
is on the mend .. . F. S. Crown, 
who has been associated with the 
McGowin-Lyons Hardware & Sup- 
ply Co., Mobile, Alabama, for 24 
years, has taken over for Berge 
Vann, who retired recently .. . 
Mr. Crown served in the armed 
forces for four years, and has 
many friends in the hardware 
field... 

Lane Smith Feltus, a red headed 
boy born July 28 this year, is 
growing and is plenty active... 
His brother William, IV, and 
Payton, age 4, are by no means 
fellows who sit around doing 
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BY DAN M. FRY 


Atlanta, Ga. 


nothing according to their papa, 
who is Will Feltus, of Feltus 
Brothers Hardware Co., Natchez, 
Mississippi . . . 


Bob Cloud, buyer for Moore- 
Handley, Birmingham, Alabama is 
expecting a new arrival at his 
house come April . . . Be sure to 
let us know the gender, Bob, and 
we will keep the news posted... 

R. L. (Red) Lewis has joined the 
sales force of the Thomas S. Par- 
sons & Associates, manufacturers 
reps with headquarters in Atlan- 
ta... Mr. Lewis will work North 
Georgia, North Alabama and Ten- 
nessee .. . He was formerly with 
the Worthington Corp. . . . Phil 
Vest, representative for Portable 
Electric Tools, Inc., was in an auto 
accident near Cleveland, Tennes- 
see . .. Phil received a broken 
arm in two places, broken ribs, a 
broken ieg, plus chest injuries. . . 
According to Andy Torok, South- 
eastern regional manager for 
Portable Electric Tools, Phil is 
coming along quite well . . . he 
was in the University Hospital in 
Knoxville, Tennessee, and was ex- 
pected home momentarily ... 


Frank Marshall, sales manager 
for Utica Drop Forge, took a 
chance on a set of golf irons, and 
won them .. . what luck... We 
are glad to report Henry Allison, 
Allison-Erwin Co., Charlotte, 
North Carolina, who has been on 
the sick list, is up and around, 
even to the extent of playing a 
little golf . . . This is wonderful 
news to report ... We were wor- 
ried about Mr. Allison for a while 
... ©. E. (Ham) Hamilton, Odell 
Hardware Co., Greensboro, North 
Carolina, is looking fit as a fiddle, 
and playing golf . . . Don Stead, 
Crescent Tool Co., made the At- 
lanta Constitution Tuesday, No- 


(Continued from page 15) 


vember 8 (Election Day) . . . Don 
was pictured with his wife and 
children, going to the polls... 
Ray Bradley and Elmer Horner of 
the Wallace Hardware Company, 
Morristown, Tennessee, attended 
the Southern Hardware Golf meet- 
ing and needless to say, these two 
gentlemen are really handy with 
the clubs . . . Please be assured 
your news and telephone calls are 
appreciated for this column ... 
See you next month. 


° 


Berner Completes 53 Years 
with Union Fork & Hoe 


AN ANNIVERSARY of interest to 
many hardware men throughout 
the country was that of Rex 
Berner, who, on July 12, com- 
pleted his 53rd year with The 
Union Fork and Hoe Co., of Co- 
lumbus, Ohio. 

Mr. Berner began work for his 
company when only 11 years old, 
and has never been away from the 
firm except when he was in the 
Navy during World War I. During 
the years he has served in a num- 
ber of capacities, and for a time 
made many specialty selling ex- 
cursions in different areas of the 
country. In 1950 he was appointed 
district representative and con- 
tinued to call on wholesale dis- 
tributors in the Southeastern 
states until the summer of 1957. 

Residing for a time near Atlan- 
ta, and now in Florida, Mr. Berner 
has been situated ideally to serve 
the trade in that part of the coun- 
try. These days he is again serving 
in a general capacity, making trips 
to one point or another, wherever 
his knowledge can be of benefit. 


Rex Berner 
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2 | A new crop of customers is on the way! They're youngsters whose buying 
secere- ~ habits follow in their father's footsteps. At home and in school they are 
learning the use of tools, how to select materials and components — and how to combine 
all of them to form successful projects. 

They know from wise instruction the value of using USA-made tools and components; 
how dependable quality in the materials used is as important as the know-how required 
in a project. 

Are you attracting satisfied customers — and the upcoming crop too — by stocking 
your place of business with USA-made quality products such as Southern Screws? If not, 
stock the full Southern fastener line — the screws in the tough, soil-resistant boxes bearing 
Southern’s NRHA-approved label system. 

Put Southern Screws in your want book today. Better yet, call your Southern distribu- 
tor now. Ask him for Catalog P-2; or write direct to Southern Screw Company, P. O. 1360, 
Statesville, North Carolina. 

Sold Through Leading Wholesale Distributors. Warehouses: New York + Chicago 
Dallas « Los Angeles. 


STANDARDIZE, 
ON SOUTHERN 
FASTENERS 


SCREW COMPANY 
srareewes monTe camoim 


Wood Screws Stove Bolts Machine Screws & Nuts Tapping Screws Carriage Bolts Wood Drive Screws 
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INDUSTRY NEWS (Continued from page 16) 


partment; Jack Beach, buyer; 
Marshall Oswald, manager of the 
builders hardware department; 
Hubert Schulz, buyer; E. H. Mc- 
Kinney, manager of the sporting 
goods department; Albert Gordy, 
buyer; and H. H. Haden, Jr., sales 


manager. 
J 


Mark L. Laudenslager 
Dies in North Carolina 


MarK L. Laudenslager, director 
of services of the Hardware As- 
sociati the Carolinas, died 

Busily occupied at the Black Hardware sales meeting were: top photo, Harry rs ig yo » Chastain N.C 

G. Black, president, and H. H. Haden, Jr., sales manager; center photo, Haden pacereet ; od iiaeaing 

and F. H. Flack, secretary-treasurer; bottom, Salesmen Wally Peters, Jim Tartt, hospital following a brief illness. 

Vic Morava, Sid Block, Bob Gerhold, A. L. McSain, and Tom Toal who listen Mr. Laudenslager was 52 at the 
attentively to speaker. time of his death. 

A native of Lykens, Pa., he 
joined the association staff in 
1957. 

a 


Ss i include his wife; 
Black Hardware Presents New Dealer —_S%iy'vors include his wife: 3 
sister in Reading, Pa., and a 


Advertising Plan at Annual Meeting brother in Harrisburg. 


THE BLACK HARDWARE Co. held 
its annual sales meeting Septem- 
ber 22-24 at the Jean Lafitte Hotel 
in Galveston, Texas. Harry G. 
Black, president of the wholesale 
organization, opened the meeting 
and welcomed the retail dealer 
salesmen from the far corners of 
Texas and western Louisiana. 

Black introduced James A. 
Stewart, president of James A. 
Stewart Co., Carnegie, Pa., who 
originated the Black-Dealer Ad- 
vertising Program. Stewart de- 
tailed the operation and explained 
plans to introduce the Black-Deal- 
er Advertising Program to Texas 
dealers at a series of Black Hard- 
ware Co. dealer group meetings 
throughout the State of Texas, the 
first two weeks of November. 


Custom Built 


The Black-Dealer Advertising 
Program is a custom-built adver- 
tising and sales promotion program 
for independent hardware dealers. 

Others participating in the pro- 
gram to discuss new products, buy- 
ing trends, functions of the sales- 
men, and sales procedures in var- 
ious departments included George 
C. Boller, vice-president; Antone 
Scofelia, manager of the steel de- 


18 SOUTHERN HARDWARE for DECEMBER, 1960 





"our RIGEID, 535 
Threading Machine 
Doubled Pipe Sales... 
/~Helped Triple Total Business,” 


says Mr. A. D. Heinrich owner of 
St. Mary's Hardware Co., Inc., St. Mary’s, Ohio. 


Pipe Service Department Increases Store Traffic . . . and Sales! 


Three years ago, when A. D. Heinrich was working 
hard to turn his newly acquired store into a big 
operation in a town of 8,000 population, he bought a 
RIfAID No. 535 Pipe and Bolt Threading Machine. 
According to Mr. Heinrich, his Rifai No. 535 has 
increased profits these four ways: 


1. It paid for itself through pipe threading charges 
alone in the first year . . . and pays for itself again 
every year! 

2. As the center of Heinrich’s pipe service depart- 
ment, this R(I@Q06 Threading Machine has doubled 
pipe and pipe supply sales . . . to $15,000 a year, solely 
to do-it-yourselfers! 

3. By helping Heinrich and his staff give fast, efficient 
customer service, his RITOA0D 535 has played a 
significant part in building total store sales up to 
$200,000 in just three years . . . three times what 


they were when he bought his RIA! No. 535! 
4. As an extra bonus, this machine, used with a 
RIGID Nipple Chuck, supplies about one-fourth of 
his nipples absolutely free by converting pipe scrap 
into highly profitable items. 

You, too, can boost your store’s sales .. . and 
profits . . . by building a successful pipe service 
department around the fast, versatile RITAID 535 
Pipe and Bolt Threading Machine. See it at your 
Wholesaler’s now! 
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qBOLTS AND NUTS 


This STEELMARK of the American 
Steel Industry tells you a gered 
is made of Steel. Look for it when 
you buy. Place it on the products 
you stock and sell. 


| 4BLUE RIDGE ROOFING 
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“MY REGULAR 
HARDWARE DISTRIBUTOR 
RECOMMENDS REPUBLIC” 


—E. J. Miller (right), owner, Killian Hardware Store 





“I buy plastic pipe from Dale Sigafoos of Medina Wholesale,” says Ed 
Miller, Akron, Ohio. “Maybe I could buy cheaper pipe from other sources 
but I don’t intend to 

“Medina Wholesale is an established outfit with a telephone number 
and warehouse stocks. They give me good products, good service, good 
prices, and good sales advice. They tell me Republic makes fine plastic 
pipe and I believe them. 

“Killian Hardware is located south of Akron. We sell plastic pipe to 
farmers and other customers for many different uses. The biggest are 
temporary and permanent watering lines and drop pipe applications. 

““My customers use the FE flexible type and also the semi-rigid SRK. They 
like this pipe because it’s easy to work with and does what it is supposed to 
do. I’m not surprised. Republic is a big company. They’ve been making 
thousands of tons of steel pipe every year for many years.” 


CALL YOUR REPUBLIC DISTRIBUTOR for good products, good service, 
good prices, and good sales advice. You'll welcome his service on plastic 
pipe, roofing, fencing, wire products, nails, bolts and nuts. 


<5 


REPUBLIC STEEL 
Quality, Supplies... Quality Suppliers 


REPUBLIC STEEL CORPORATION 
DEPT. SH-9793 R 
1441 REPUBLIC BUILDING + CLEVELAND 1, OHIO 


Please send more information on: 

Plastic Pipe: 0 Flexible FE® (0 Semi-Rigid SRK® 

0) Southern Fence O BLUE RIDGE Roofing 

© 13% Gage Barbed Wire O Nails O) Bolts and Nuts 


Name Title 








Company 


Address. 





City. 








I. M. Bussels Glenn Cathey 


H. L. Cathey W. E. Creed 


American Hardware Forms New 
Power Equipment Division 


THE AMERICAN Hardware and treasurer of the company, in an- 
Equipment Co., wholesalers with nouncing the establishment of the 
headquarters in Charlotte, N. C., new division, stated that it would 
recently expanded its services with enable his company to provide 
the formation of a new company more complete sales and service 
division, the Power Equipment for North and South Carolina 
Division. dealers on all major small gasoline 

L. D. Nuchols, president and engines. The division, located in a 
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MERRY CHRISTMAS AND A 
HAPPY NEW YEAR 10 ALL 


it's been a good year for our stick-em-up stuff and we 
have you, your customers and our very good products 
to thank for it. Mother and all the rest of us wish you 
and yours the very best in 1961 .. . and we'll do our 
best to see that you get it. 


OUR E~-POX-E HAS THE 
GOOD HOUSEKEEPING GUARANTY 


DURO-PLASTIC E-POX-E GLUE now has 
the coveted guaranty seal on every package. 
One more reason why this excellent ad- 
hesive belongs on your fix-it shelf. 


Cordially, 


Sales Manager and Son-in-Law 


Mother's i s th r-in 
ie hs CRD the only mother-in-law approved line 
ORDER FROM YOUR JOBBER OR WRITE 


THE WOODHILL CHEMICAL co. 


“Originators and world’s largest manufacturers of Plastic Aluminum” 
1390 East 34th Street Cleveland 14, Ohio 





separate building near the Char- 
lotte office, has modern, up-to- 
date repair facilities and will carry 
a complete stock of parts for en- 
gines and equipment. 

Heading the new division is W. 
E. Creed who was, prior to his ap- 
pointment by Mr. Nuchols, a pur- 
chasing agent for American Hard- 
ware and Equipment Co. I. M. 
“Bud” Bussells, formerly district 
representative for Lawn Boy, is 
in charge of sales; responsible for 
service and maintenance are Glenn 
and Harry L. Cathey, former own- 
ers and operators of Cathey’s 
Small Engine Service in Charlotte. 


Growing Need 


Mr. Nuchols stated that the 
Power Equipment Division was es- 
tablished because of the growing 
need for expert maintenance and 
repair service for gasoline power- 
driven equipment. This, with a 
complete inventory of parts, was 
a service he wished to provide for 
his company’s dealers. The com- 
pany’s lines had recently been ex- 
panded by the addition of Barnes 
water systems and Wheel Horse 
suburban tractors to meet the 
needs of the home owner. 

American Hardware and Equip- 
ment Co., which operates branches 
in Wilmington, N. C., and Green- 
ville, S. C., is the exclusive dis- 
tributor in the Carolinas for 
Wheel Horse suburban tractors, 
Ariens tillers, and Lawn Boy and 
Lazy Boy mowers; the company is 
also distributor for Hahn tillers 
and Barnes water systems. 


e 


Arthur P. Koch, Jr., of 
Louisville, Ky., Dies 


ARTHUR P. KocH, JR., 47, sales 
promotion manager of Stratton & 


Arthur P. Koch 
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Terstegge Co., Inc., Louisville, 
Ky., passed away October 7. Mr. 
Koch had been with Stratton & 
Terstegge Co. since 1933. 

> 


Wood Shovel & Tool Co. 
Announces Merger 


Tue Woop Shovel and Too] Co. 
was the surviving corporation of 
a merger effected recently be- 
tween the following companies: 

The Wood Shovel and Tool Co., 
engaged in the manufacture of 
shovels, whee:barrows, hardware 
tools, garden and farm tools and 
associated metal products with its 
general office and principal manu- 
facturing plant in Piqua, Ohio. 

The Geyer Manufacturing Co., 
engaged in the manufacture of 
farm, lawn and garden tools with 
manufacturing operations in Rock 
Falls, Ill. This company has been 
a wholly owned subsidiary of 
Wood since July 1, 1957. 

The Artwood Handle Co., manu- 
facturers of ash handles for shov- 
els, farm, lawn and garden tools, 
with manufacturing operations at 
Wapakoneta, Ohio. 


Makes Dowels 


The White Mills Handle Co., en- 
gaged in timber operations in 
Northern Pennsylvania and New 
York State areas, and manufac- 
turers of ash dowels for shovels, 
farm, lawn and garden tools as 
well as ash billets for some of the 
leading baseball bat manufactur- 
ers, with operations in White 
Mills, Pa., and Phoenicia, N. Y. 

According to Wm. B. Wood, 
president of The Wood Shovel and 
Tool Co., the merger assures the 
company’s continued supply of 
Northern White Ash for Wood’s 
Tru Blu shovels, farm, lawn and 
garden tools, since these handle 
companies have extensive holdings 
in Northern White Ash timber- 
lands and hold substantial timber 
cutting contracts. 

The Artwood operations will 
continue under the direction of J. 
Maxwell Frame, former Artwood 
president, who becomes vice-presi- 
dent - handle operations under the 
new company; and White Mills 
operations will continue under the 
direction of Robert F. Miles, form- 
er White Mills Handle Co. presi- 
dent, who became vice-president - 
White Mills Division under the 
new company. 









—— 





CAMPBELL marks every link to show the grade or 
the manufacturer . . . it’s “HALLMARK” CHAIN! 


Yes, only CAMPBELL identifies all the popular 
welded chain grades with embossed letters on 
every link! 





The grade mark (see below) appears on alternate links 
. - . your permanent grade identification. > 


The Campbell "C” is permanently in relief on every 
other link . . . your manufacturer identification. 


AND .. . another bonus! CAMPBELL CHAIN is easy to 
measure. It’s ‘‘Measure-Mark” Chain color coded 
exactly every five feet (see below). 





























onaoe crane mark | "MEASURENAEE 
PROOF COlL CHAIN P GREEN 

BBB CHAIN B RED 

HIGH TEST STEEL CHAIN H BLUE 
CAM-ALLOY CHAIN A ORANGE 





CAMPBELL CHAIN 


CAMPBELL FACTORIES: York, Pa.; West Burlington, lowa; Union City, Calif. 


H 
CHAIN WAREHOUSES: £. Cambridge, Mass.; Atlanta, Ga. ; Dallas, Texas; 
Chicago, Iil.; Portland, Ore.; Seattle, Wash.; Los Angeles, Calif, 


Makers of Famous CAMPBELL Jiffy Lug-Reinforced TIRE CHAINS 


INDUSTRY NEWS 





Shown above and below are two of the exhibit's 65 displays. 


Peden Iron & Steel Co. Stages 
First Annual Merchandise Show 


IN FITTING celebration of its 70th 
business anniversary, Peden Iron 
& Steel Co., wholesalers in Hous- 
ton, Texas, recently staged its first 
annual Dealer Merchandise Show. 

The event, held in the new 
grand ballroom of the Rice Hotel, 
featured the displays of a long 
line of nationally famous hard- 
ware products. Factory represent- 


J. J. Caraway, vice-president and man- 
ager of the wholesale hardware di- 
vision, checks stack of dealer orders. 
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atives manned 65 individual 
booths which were used for the 
exhibit. 

To stimulate dealer interest, 
seven door prizes valued from 
$400 to $700 were awarded to 
visiting dealers. 

With many “specials” available 
to dealers the show was a success- 
ful buying event which will be- 
come an annual affair for the com- 
pany. 


(Continued from page 23) 


Yale & Towne Elevates 
Hettling to New Position 


WILL1AM C. HETTLING of Stam- 
ford, Conn., has been advanced to 
assistant general sales manager of 
the Yale Lock and Hardware Di- 
vision of The Yale & Towne Man- 
ufacturing Co., it was announced 
recently by James D. Young, gen- 
eral sales manager. 

Hettling, who at the time of his 
appointment was serving as assist- 
ant contract hardware sales man- 


William C. Hettling 


ager, will continue to make his 
headquarters at the division’s cen- 
tral office in White Plains. He be- 
gan his career with Yale & Towne 
in 1952 when he was selected to 
enter the Yale lock and hardware 
sales training course. 


PLUMBING SUPPLIES 


Peden's show will become an annual affair. 
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Call off the Dogs 


One of the junior clerks figured that since the Oxco #12 
Brush Merchandiser had done so well selling Oxco brushes, 
it might move some other stuff, too. Now, it’s so well hidden 
by odds and ends, it can’t sell much of anything. 


He overlooked two things. First, the Oxco Merchandiser was 
designed to sell brushes and sell brushes only. That's the 
job it does and does well. Secondly, no other brush sells so 
well in hardware outlets as Oxco. 


We're all in favor of keeping your Merchandiser stocked, but 
stock it with the things that move best . . . Oxco brushes. 
Follow the Turnover Handbook recommendations (except for 
unusual local conditions) and you'll sell the most brushes and 
make the most money. 


SOUTHERN HARDWARE for December, 1960 


The Oxco #12 Brush Merchandiser features twelve of Oxco’s 
top sellers. If you manage a larger-than-average volume 
store, we suggest you investigate our #25 unit which effi- 
ciently handles twenty-five popular styles. Any questions? 
See your Oxco jobber. He has the answers. 


OXCO 


OX FIBRE BRUSH Sue INC. 


eacotnicn LalebGehed (P86 maevians 


THE LINE THAT 
MOVES 


For more information ‘use Handy Return Card, Page 67, 





INDUSTRY NEWS 


George C. Barton, of 
©. Ames Co., Succumbs 


GEORGE C. BARTON, 66, regional 
supervisor of the O. Ames Co., 
Parkersburg, W. Va., died sudden- 
ly September 12 in Memphis, 
Tenn. 


George C. Barton 


Mr. Barton started his long ca- 
reer in the hardware industry 
with the Carnegie Steel Co. and 
worked an interim period with 
Bethlehem Steel Co. before going 
with Ames Shovel & Tool Co. in 
1924. He was appointed district 
sales manager in 1931 with the 
consolidated Ames Baldwin Wy- 
oming Co., and regional supervisor 
with the O. Ames Co. in 1956. 

Mr. Barton was a 26-year mem- 
ber of the Texas Hardware Boost- 
ers Club, past president 1952-53 
of The Old Guard, and a member 
of the Hardware X-Club. 


+ 


Wood Shovel & Tool Co. 
Names New Officers 


FOLLOWING the annual meeting 
of directors of The Wood Shovel 
and Tool Co., Piqua, Ohio, Wm. B. 
Wood, president, announced the 
following changes and additions to 
their staff of officers. 

E. D. Marvin, formerly vice- 
president and _ treasurer was 
elected senior vice-president and 
chairman of the management com- 
mittee; Wm, D. Peabody, formerly 
sales manager, elected vice-presi- 
dent - sales service; David F. Peck, 
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formerly manager of procurement, 
elected vice-president-sales de- 
velopment; J. Maxwell Frame, 
formerly president of Artwood 
Handle Co. (recently merged into 
Wood), elected vice-president-han- 
dle operations; Robert F. Miles, 
formerly president of White Mills 
Handle Co. (also recently merged 
into Wood), elected vice-president- 
White Mills Division; Richard M. 
Riegert, formerly assistant treas- 
urer, elected treasurer; Robert C. 
Milleck, formerly assistant con- 
troller, elected controller. 

Wood further announced that 
other officers re-elected were Wm. 
B. Wood, president; Britton B. 
Wood, executive vice-president; 
Robert E. Novy, vice-president - 
manufacturing operations; V. G. 


(Continued from page 24) 


Scott, vice-president -sales plan- 
ning and marketing; Harold Eshle- 
man, Sterling, Ill., vice-president - 
Geyer Division; John R. Bullock of 
Cincinnati, Ohio, secretary; and 
M. F. Hoefflin, assistant secretary. 


om 


Schoellkopf to Distribute 
West Bend Motor Line 


THE SCHOELLKOPF Co., of Dal- 
las, Texas, has been appointed 
outboard motor distributor for 
West Bend Aluminum Co. C. T. 
Ellis, vice-president of Schoell- 
kopf, will supervise distribution 
in the northern part of Texas and 
in the Shreveport, La., area. 


Oklahoma Hdwe. Salesmen View Lawn Boy Line 


By chartered bus 33 sales representatives of Oklahoma Hardware Co. journeyed 
to Lamar, Mo., recently to meet officials of the Lawn Boy Mower Division and 
to look over and operate each model in the Lawn Boy line. The old model auto, 
above, carried Lawn Boy officials out to meet the bus and later several reps 
hopped aboard for this photo: Jack Hickman, Hunter Golladay, Vince McGonagle, 
Dick McAfee, Charles McDonald, and W. E. "Gene" Smith, Jr., straw boater and 
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The NHMA proudly invites all the 
nation’s buyers and merchandisers 
of housewares products to the 
most comprehensive industry show 
ever held. Products, people and 
merchandising ideas will dramatize 
housewares progress against the 
spectacular backdrop of Chicago’s 
magnificent new lakefront exposi- 
tion center. Don’t miss the only 
complete, the only national picture 
of the housewares industry. 





34" NHMA 


National Housewares Exhibit 


JANUARY 16-20, 1961 


McCormick Place -Chicago 








£, ’ j . f 7 ele, 
Serving the housewares industry SiMcée LISO 
NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


1130 Merchandise Mert + Chicago 54, Illinois 
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INDUSTRY NEWS 


J. Wiss Elects Executive 
and First Vice-Presidents 


RICHARD R. Wiss, president of J. 
Wiss & Sons Co., Newark, N. J., 
announced recently that the board 
of directors of the company has 
elected Frederick D. Wiss execu- 
tive vice-president, and B. E. Bost- 
wick first vice-president. 


F. Wiss Bostwick 


Frederick Wiss will continue to 
serve in his capacity as treasurer, 
and Bostwick as vice-president in 
charge of sales and advertising. 


* 


Daisy Mfg. Co. Appoints 
Circle as Vice-President 


APPOINTMENT of Homer Circle, 
writer and lecturer on outdoor 
subjects, as vice-president of ad- 
vertising and public relations of 
Daisy Manufacturing Co. is an- 
nounced by Cass S. Hough, presi- 
dent of the Rogers, Ark., firm. 


Homer Circle 








Circle recently completed his 
15th year with James Heddon’s 
Sons, Dowagiac, Mich., a subsidi- 
ary of Daisy. In addition to his 
position at Daisy, he will retain 
his office of vice-president of 
Heddon. 

His new duties will necessitate 
a regular schedule of commuting 
between the two firms, with resi- 
dence in Rogers. Daisy products 
and Heddon products are distrib- 
uted by Daisy-Heddon Sales Co., 
Rogers, also a subsidiary of Daisy. 


5 


Nelson B. Sherrill Dies; 
Held Stanley Sales Post 


NELSON B. SHERRILL, general 
sales manager of Stanley Building 
Specialties, a division of The 
Stanley Works, North Miami, 
Fla., died October 11 after an ill- 
ness of three months. 

He spent his entire career in 
sales and had been general sales 
manager of the division § since 
June, 1959. 

Mr. Sherrill leaves a wife and 
three married children. 


od 


Wooster Brush Appoints 
Irwin to New Sales Post 


THE WoosTER Brush Co., Woo- 
ster, Ohio, announces the appoint- 
ment of Fred Irwin as assistant 
sales manager. 

Irwin, a former territorial sales 
representative, assumed his new 
responsibilities on October 1. 


(Continued from page 26) 


These will include National Ac- 
count representation and _ sales 
training. 

Prior to employment with Woo- 
ster Brush, Irwin was associated 
with General Motors Corp. 


« 


Oelke to Cover Oklahoma 
Area for Rubberset Co. 


THE RUBBERSET Co., East New- 
ark, N. J., announces the appoint- 
ment of John R. Oelke as sales 
representative for the Oklahoma 
area territory. 


John R. Ocelke 


Oelke is a native of Oklahoma 
and a graduate of Oklahoma City 
University. He formerly was sales 
representative for the Carnation 
Co. in the Oklahoma area 


Union Fork & Hoe Holds Sales Meeting 


New garden, farm and industrial tools and display merchandisers were introduced 

at The Union Fork and Hoe Co.'s annual sales meeting, held August 22-27 at the 

firm's Columbus office and at its Bass Lake estate, Chardon, Ohio. The conference 

was conducted by William P. Gillespie, vice-president and director of sales. 

Union's president, Stuart H. Lane, and chairman of the board, Edward Durell, 
were hosts. 
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B & D Co. Elects Morrel 
in Realigning Management 


Rospert D. BLAcK, chairman of 
the board and president of The 
Black and Decker Manufacturing 
Co., Towson, Md., announced re- 
cently an action of the company’s 
board of directors to realign the 
top management organization of 
the international power too] firm. 
Black explained that the action is 
in recognition of Black & Decker’s 
broadening spheres of operation in 
the pewer tool industry and the 
consequent increase in the respon- 
sibilities of the company’s princi- 
pal officers. 


Black Is Chairman 


Under the new alignment, which 
was to become effective on August 
1, Black will continue as chairman 
of the board, chairman of the ex- 
ecutive committee and a director, 
and will be the chief executive 
officers of the company. Black has 
been a member of the organization 
since 1917, when he was employed 
as a screw machine operator. At- 
tracted to the company’s sales ac- 
tivities, he advanced through sales, 
advertising and sales management 
and, in 1940, was elected a director 
of the company and vice-president 
and sales manager. He was named 
vice-president in 1951 and execu- 
tive vice-president in 1954. When 
Alonzo G. Decker, co-founder of 
the company, died in 1956, Black 
was elected chairman of the board 
and president. 

Alonzo G. Decker, Jr., now ex- 
ecutive vice-president, has been 
elected by the board to succeed 
Black as president. He will con- 
tinue as a director. Decker joined 
Black & Decker in 1930 as an en- 
gineer and devoted his early years 
with the company to the engineer- 
ing, research and manufacturing 
phases of the business. In 1940 he 
was elected vice-president in 
charge of manufacturing and a 
director of the company. In 1954 
he was named vice-president and 
in 1956 was elected executive vice- 
president. 

To succeed Decker as executive 
vice-president, Black announced 
the election of W. Griffin Morrel, 
vice-president and director of The 
Chesapeake and Potomac Tele- 
phone Co. of Maryland and a di- 
rector of Black & Decker since 
1957. Morrel is a native of Texas 


and a graduate of Virginia Mili- 
tary Institute, where he taught 
electrical engineering for two 
years after graduation. He was 
first employed by the Chesapeake 
& Potomac Telephone Co. of Vir- 
ginia in 1930 and named general 
traffic manager in 1945. In 1946, 
he went to New York as traffic 


employment engineer with Ameri- 
can Telephone & Telegraph Co. 
and in May, 1948, came to Balti- 
more as vice-president and gen- 
eral manager of The Chesapeake 
and Potomac Telephone Co. of 
Maryland. In 1952 he was elected 
vice-president and director of the 
company. 


CONVENTION DATES 


National Events 


National Housewares Manufacturers 
Association, Winter National House- 
wares Exhibit at Exposition Hall, 
Chicago, Jan. 16-20, 1961. Dolph 
Zapfel, Secretary, 1130 Merchandise 
Mart, Chicago 54, Ill. 


Regional Events 


Albany Hardware Co., Albany, Ga., 
annual Hardware Show, February 21- 
23 at National Guard Armory in Al- 
bany. 


Piedmont Hardware Co., Danville, 
Virginia, General Merchandise Trade 
Show, February 15-16, and annual 
Toy Show, June 6-8, both at com- 
pany headquarters in Danville. 


Oklahoma Hardware Co., Oklahoma 
City, Okla., Annual Spring Market 
at Oklahoma City’s Huckins Hotel, 
February 19-20. 


State Conventions 


Alabama, convention and _ exhibit, 
Mar. 7-9, Municipal Auditorium, 
Birmingham. Hotel Tutwiler head- 
quarters. Secretary, A. B. Hill, 2201 
Highland Ave., Suite 207, Birming- 
ham 5. 


Arkansas, convention and _ exhibit, 
Feb. 12-13, Robinson Auditorium, 
Little Rock. Marion Hotel headquar- 
ters. Executive Secretary, Tom R. 
Pinckney, 1014% Main St., Little 
Rock. 


Carolinas, convention and exhibit, 
Feb. 21-23, Radio Center, Charlotte, 
N. C. Hotel Charlotte headquarters. 
Managing Director, Martin F. Kaelke, 
412 Louise St., Charlotte 7, N. C. 


Georgia-Florida, convention and trade 
show, March 26-28, Jacksonville, Fla. 
Secretary-Treasurer, R. L. Ricker, 
1558 San Marco Blvd., Jacksonville, 
Fla. 


Kentucky, convention and exhibit, 
Feb. 12-14, Kentucky Hotel, Louis- 
ville. Secretary, Edward H. Keiley, 
501 Republic Bldg., Louisville 2. 


Louisiana-Mississippi, convention and 
exhibit, Jan. 29-30, Heidelberg Hotel, 
Jackson. Managing Director, David 
O. Mansfield, Boxy 1696, Jackson, 
Miss. 


Oklahoma, convention and exhibit, 
Jan. 27-29, State Fair Grounds, Okla- 
homa City. Skirvin Hotel head- 
quarters. Office: Association Bldg., 
607 N. Dewey Ave., Oklahoma City. 


Tennessee, convention and exhibit, 
Feb. 5-6, Fairgrounds Coliseum, 
Nashville. Secretary, Rufus J. Par- 
ish, P. O. Box 784, Nashville. 


Texas, convention and exhibit, Jan. 
22-24, Shamrock-Hilton Hotel, Hous- 
ton. Executive Director, R. M. 
Souder, 1108 Gibraltar Life Bldg., 
Dallas 1. 


Tri-State, convention and _ exhibit, 
Feb. 12-13, Herring Hotel, Amarillo, 
Tex. Secretary-Manager, R. B. Allen, 
P. O. Box 269, Canyon, Tex. 


Virginia, convention and exhibit, Feb. 
5-7, Hotel Roanoke, Roanoke. Secre- 
tary, George T. Omohundro, Jr., 
Scottsville. 


West Virginia, convention and exhibit, 
Feb. 26-28, Hotel Frederick, Hunt- 
ington. Managing Director, Leonard 
Holden, P. O. Box 1005, Parkersburg. 
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the ideal metal roofing nail 


am SEALS ITS OWN HOLE! 
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*Made under patent number 2077784 


The ideal roofing nail in the ideal package—handy 50- 
pound Nail Caddy. 
— Sell this nail with the full assurance that it can’t be 
4 over-driven; that its head will not fly off because of con- 
traction or expansion of roofing during weather changes 
or high winds; that the lead head will spread and seal the 
nail hole to prevent leaks. 
Display Dixisteet Lead Head Nails where customers can 
see them—and watch sales grow! 
Order from your wholesaler or jobber. 


© Free samples on request! 


Packed in 50-Pound Nail Caddy 


EASY TO DISPLAY ® EASY TO HANDLE @ EASY TO STORE 
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Southern 


HARDWARE 


DECEMBER 1960 


By Bob King 


Southwestern Editor 


Stock the Lines 


That Sell! 


That's a simple sales formula— 
too often overiooked—which is building 
volume for this store. 


Keeland-Overstreet Hardware Co. has 
a favorable location directly across 
the street from the county courthouse. 
W. E. Overstreet, partner in the firm, 
is shown on right jn top photo. 
“ | pw THE smalltown hardware re- 
tailer, it takes a number of 
diversified lines to supply custom- 
ers’ wants and to build up a 
healthy sales volume. 

Keeland-Overstreet Hardware, 
in the East Texas town of Croc- 
kett, found that the addition of 
specialty items to its staple and 
general hardware has brought this 
about to a large degree. 

The store points to plumbing 
supplies, sporting goods, major and 
small appliances, general hard- 
ware, toys and paints as its best 
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TOOL CHEST 


seliing lines in about that order. 

“Plumbing supplies have been 
one of our best selling lines for 
years,” says W. E. Overstreet, co- 
owner of the firm, “and the store 
has been stocking plumbing hard- 
ware since the doors first opened 
in 1910.” 

Crockett has a population of 
somewhat over 6,000, but custom- 
ers come to the store from all over 
Houston county and beyond—par- 
ticularly when they are in need 
of plumbing supplies or sporting 
goods. 

Gross annual sales for plumbing 
fixtures usually exceed $35,000, 
with sporting goods sales not far 
behind. 

The store carries a complete 
line of plumbing fixtures, fittings, 
pipe of all sizes and various other 
supplies. Knowing this, a customer 
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will come to Keeland-Overstreet 
first since he is assured of finding 
the largest selection by far of 
plumbing hardware in the area. 
Overstreet estimates that they 
usually carry an inventory of 
around $15,000 in plumbing sup- 
plies. 

“There are no completely 
equipped or stocked plumbing 
stores nearby,” explains Alvis 
Storey, manager of the store, “just 
small plumbing shops. Conse- 
quently, about 70 percent of our 
sales is to plumbers.” 

For large jobs, such as furnish- 
ing the supplies to install all the 
plumbing in a new house, they 
will allow the plumbers a 10 per- 
cent discount. However, for the 
purchase of just a single fitting or 
fixture, the plumbers are charged 
the regular retail price. 


Mrs. Alvis Storey, store buyer, helps 
@ young cowboy load his toy six- 
shooter. The department brings in a 
great deci of traffic from the 
younger set — who bring in their 
parents. Left below is a partial view 
of the gift and housewares section. 
Directly below, Alvis Storey, store 
manager, assists customer in select- 
ing a bathroom fixture. 


Sales volume in plumbing sup- 
plies is increased considerably al- 
so by the store doing its own in- 
stallation of air conditioners, re- 
frigerators, hot water tanks, wash- 
ing machines, and other such ma- 
jor appliances which it sells in ad- 
dition to television sets and radios. 

For appliances requiring plumb- 
ing installation, however, the 
salesmen are able to tell a cus- 
tomer that they will deliver it to 
his home and have it installed on 
delivery. 

Two factory trained employees 
take care of this end of the busi- 
ness, using the store’s completely 
equipped 34-ton truck with bins 
and racks for plumbing supplies 
and pipe. One small maintenance 
job often leads to a larger job, or 
the sale of a new hot water heater, 
kitchen sink, or air conditioner. 
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Sporting goods rank second in sales volume 


for this smalltown hardware store. 


For those who wish to do the job 
themselves, however, Keeland- 
Overstreet is able to provide any 
size of copper or galvanized pipe, 
cut it to the required length, 
thread the ends on the store’s elec- 
tric threading machine, and sell 
them the complete fittings to go 
with it. 

In 1950, when the store was re- 
modeled, the management dropped 
the line of major farm equipment, 
such as tractors and farm imple- 
ments, that they had handled for 
40 years. 

“That doesn’t mean that we still 
don’t sell a lot of farm equip- 
ment,” Overstreet quickly adds, 
“but now it consists of water sys- 
tems, one of our best selling items 
which we install and maintain, 
and also a great variety of smaller 
items needed and used on farms.” 

The plumbing fixtures are lo- 
cated far back at the rear of the 
store, and the firm has 2 good 
reason for this. As customers walk 
through the front door, to their 
left is one of the most complete 
sporting goods departments in the 
area. To the right is a large selec- 
tion of giftwares and housewares 
which is displayed attractively on 
island gondolas down the length 
of the store. 

This means that anyone heading 
toward the back of the store to 
purchase the plumbing or general 
hardware item he came in for 
passes through these areas, and 
impulse buying from the store 
traffic is heightened considerably 

Sporting goods rank second in 
sales volume for the store, and 
has the fastest turnover, about 
three to four tiraes a year. Kee- 
land-Overstreet stocks everything 
from firearms and fishing tackle 
through boats, outboard motors, 
and water skiing equipment. 

“Although we have no large 
lakes nearby,” Overstreet says, 
“only a river and a few small 
lakes, we are still very pleased 
with our sporting goods sales vol- 
ume and we expect this next year 
to be better than ever before.” 

After the complete remodeling 
job on the store, when the owners 

(Continued on page 46) 


Boats, motors, and 
marine hardware 
have proven a 
good line for Kee- 
land - Overstreet. 
Rudolph Rhodes, 
mechanical expert 
for the store, 
equips boat for 
delivery to cus- 
tomer. 
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Sporting goods are a high volume, profitable line for the 
firm, and here Overstreet helps two youthful fishermen 
choose a new casting rod. 





ATLANTIC CITY CONVENTION REPORT 





NWHA President 


Howard Price 


Wholesalers Attack 


A PROGRAM calling for an all-out 
assault upon the problem of 
inadequate profits was outlined to 
members of the National Whole- 
sale Hardware Association and 
American Hardware Manufactur- 
ers Association during the annual 
joint convention of the groups in 
Atlantic City, October 16-19. 

NWHA President Howard Price, 
citing the efforts being made to- 
wards determining the cost of dis- 
tribution, urged the close coopera- 
tion of manufacturers in helping 
to build greater sales for the full- 
functioning wholesaler. 

The problem, Mr. Price said, is 
twofold: to assure that manufac- 
turers, wholesalers, and retailers 
capture a greater percentage of 
the dollars consumers annually 
spend, and to educate the 12,000 
wholesaler salesmen and mer- 


chandising people to the retailer’s 
needs. 

To get this program under way 
the National Association has es- 
tablished a Sales Motivation Com- 
mittee to develop a long-term edu- 
cational program, and to deter- 
mine the trend of hard goods 
sales. 

The problem of bettering profits 
through lowering costs was ex- 
amined in discussions on ware- 
house operations, and through re- 
ports on progress to date in getting 
the Association’s Distribution Cost 
Accounting program into wide- 
spread operation. 

The sales trend among associa- 
tion members was highlighted in 
the report by Thomas A. Fernley, 
Jr., managing director of the 
NWHA. For the year’s first nine 
months, sales by reporting NWHA 


Officers of the American Hardware Manufacturers Association 


Officers of the AHMA, left to right, C. C. March and L. J. Pantas, new executive committee members; E. J. O'Leary, vice- 
president; Pau! Nicholson, president; R. L. Waterman and W. H. North, vice-presidents; G. S. Case, chairman of the executive 
committee; and B. E. Bostwick, new executive committee member. 
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Problem of Profit 


members were 3.6% under the 
1959 period. Members of the ex- 
2cutive committee estimated that 
sales for the year will be 3.5% 
under 1959. 

As in recent years, the conven- 
tion was formally launched with 
the Presidents’ Reception on Sun- 
day evening. Wholesaler business 
sessions were held on Monday and 
Wednesday mornings at the Den- 
nis Hotel, with the AHMA busi- 


ness session being held on Tuesday 
morning at the Shelburne Hotel. 
Principal speakers featured in 
the manufacturers’ session were 
Robert R. Bowie, director of Har- 
vard University’s Center for Inter- 
nal Affairs, and Raymond Moley, 
an editor of Newsweek magazine. 
The conference booth plan was 
again operated on Monday and 
Tuesday afternoons, using the 
facilities of Convention Hall. 


The Address of 


President Price 


IT WILL BE my purpose to out- 
line for you a program of activity 
designed to ultimately improve the 
profits of this giant industry. This 
program focuses attention on those 
things which can be and must be 
improved in our industry. This 
will require adequate financing 
and above all, patience and per- 
severance. 

The Official Board has in mind 
to launch a dual assault on this 
problem of inadequate profits. 

One very important phase of 
such an assault will be a continua- 
tion of our Association’s efforts 
in making a _ thoughtful, long- 
range inquiry into the costs of 
distribution. Our Cost of Distribu- 
tion Committee has made remark- 
able progress. The objectives and 
recommendations of this commit- 
tee and the tools which have been 
provided by our Association are 
designed to improve the profit re- 
turn to wholesaler members. The 
ultimate objective is to come up 
with the answer — What does it 
cost to distribute merchandise? 


Many wholesulers are now busi- 
ly engaged in adapting Distribu- 
tion Cost Accounting methods to 
their business. The other segment 
or part of this assault to improve 
profits involves an effort to build 
greater sales for full functioning 
wholesalers and for the manufac- 
turers whose lines they distribute. 

Many of the profit problems 
which have been considered and 
discussed in our conventions in 
past years can best be improved, 
if not solved, by the development 
of a greater volume of profitable 
sales. 

As individual wholesalers and 
as an industry, we must not be 
misled into believing our sales 
progress is satisfactory simply be- 
cause our sales are greater than 
five years ago - or 10 years ago. 
We must always take into account 
“rising prices.’ We must make 
some realistic calculations because 
certainly these rising prices have 
inflated our sales volume at least 
17% in 5 years and approximately 
40% over a 10-year period. 
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There is a problem in our in- 
dustry which needs our attention. 
Improvement needs to be made 
which will enable the manufac- 
turers, the wholesalers and the 
retailers of hardware in America 
to take a greater percentage share 
of the dollars which Mr. and Mrs. 
Consumer spend each year. 

The problem facing the industry 
is one of training and motivation. 
Wholesalers must prepare them- 
selves to better understand re- 
tailers’ problems. The more com- 
plete training of the 12,000 whole- 
saler salesmen and merchandising 
people is an industry-wide re- 
sponsibility. 

These men must be brought 
closer to the broad industry pro- 
blems to better prepare them for 
the tasks which need to be ac- 
complished. 

An over-all improvement in 
knowledge of things pertaining to 
merchandising, promotions, adver- 
tising and budget selling would 
result in a greater flow of hard- 
ware items through to the con- 
sumer. 

In making these observations, I 
do not intend to outline or in any 
way limit the scope of this phase 
of the dual assault on this problem 
of inadequate profits, but merely 
to indicate some of the areas in 
which improvement can and must 
be made. 

The National Retail Hardware 
Association and its members have 
a tremendous program designed to 
improve turnover, to improve 
their members’ return on capital 
invested and to be more successful 
merchants. This kind of effort is 
focusing attention on two groups 
of individuals — merchandising 
people and salesmen of whole- 
salers’ organizations. They are the 
key people. 

These individuals are the mo- 
tivators. It seems obvious that full 
functioning wholesalers’ over-all 
success will largely be dependent 
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upon the know-how and effective- 
ness of the sales and merchandis- 
ing personnel who contact the 
customers they sell. 

I am sure there is a general 
agreement among the manufactur- 
ers that it is to their own selfish 
interest to assist wholesalers and 
retailers in their desire to increase 
sales and thereby take a greater 
share of the consumer dollar. 

I am equally sure that hardware 
manufacturers will be thrilled and 
enthused over their full function- 
ing wholesaler partners’ interest 
and dedication in this kind of pro- 
gram designed to increase this 
industry’s share of the consumer 
dollar. 

Our Official Board has recom- 
mended and we have appointed a 
committee of outstanding leaders 
which will carry the title of Sales 
Motivation Committee whose 
duties it will be to develop a long- 
term, educational program, de- 
signed to better train and motivate 
the 12,000 wholesaler salesmen of 


America. 

This important committee will 
be chaired by James P. Townley 
of Townley Metal and Hardware 
Co. He will be ably assisted by 
John S. Stiles, W. A. Parker, Nor- 
man F. Luekens, Morley-Murphy 
Co., Beck & Gregg Hardware Co. 
and The George Worthington Co. 
This Committee will lay out a plan 
of action. 

Basically, the purpose is to de- 
velop ideas, plans and programs 
which would not only assist sales 
managers in their responsibility to 
find, train and motivate whole- 
salers’ salesmen, but equally im- 
portant, to develop information 
and data which wholesalers might 
use to inform and interest desir- 
able young men in making distri- 
bution their careers. 

It will be the purpose of this 
Committee to stimulate manufac- 
turers’ participation and financial 
assistance in such a long range 
program and further to make re- 
commendations to manufacturers 
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of hardware as to how best they 
can assist our industry in this im- 
portant objective. 

We are confident that the sales 
managers of full functioning 
wholesalers across the country, 
who have the responsibility to 
find, train and motivate sales re- 
presentatives, will freely acknow- 
ledge that they need help in ef- 
fectively training their salesmen. 
They know only too well that 
there is a vast difference of ex- 
perience, know-how and effective- 
ness between those salesmen who 
are among the top 10% of their 
sales organization compared with 
those who are average or are in 
the bottom 10%. 


Essentially, it would be the pur- 
pose of this Committee on Sales 
Motivation to assist the sales man- 
agers of wholesalers in this great 
industry to be more effective and 
to provide information, data, and 
programs which will aid them in 
their responsibilities, all of which 
is designed to ultimately take a 
greater share of the consumer dol- 
lar. 


The Committee will make an- 
other important industry-wide in- 
quiry into the pattern of whole- 
salers’ sales. It is generally agreed 
that retailers of hardware are 
changing in size, type and variety; 
and further, that this is one of 
the great challenges which faces 
wholesalers. It will be the purpose 
of the Committee to inform our 
membership as to the trend of 
hard goods sales among the vari- 
ous sizes and types of retailers. 


This matter of sales training has 
already been discussed with a 
number of manufacturers at sever- 
al meetings. These meetings have 
been of great value because it has 
brought wholesalers and manufac- 
turers together to explore areas in 
which we can work closer together 
so that the hardware industry 
might take a greater share of the 
consumer dollar. These meetings 
have been informal, the discus- 
sions have ranged over a great 
many aspects of the industry’s 
problems, but were free, frank and 
constructive. 


We have interpreted the manu- 
facturer’s interest and participa- 
tion in these discussions to mean 
that they are willing and ready to 
cooperate to the fullest extent in 
such an undertaking. 

This isn’t a job for wholesalers 
alone—but manufacturers as well 
must also be more concerned about 
the movement of their merchan- 
dise right down to the consumer. 


SOUTHERN HARDWARE for DECEMBER, 1960 








New Warehouses Cut Operating Costs 


By Donald E. Firor 
Fries, Beall & Sharp Co. 
Springfield, Va. 


WE BELIEVE that the one-story 
warehouse is the best tool we 
jobbers have in the battle against 
rising costs. 

After nearly three years of plan- 
ning and hard work, on June 3, 
1959. Fries, Beall & Sharp Co. Inc. 
completed the move to its new 
building. It was not long before 
we realized we had to de-bug this 
operation. Using “management 
control” as our guide, we began 
the new phase of our work. 

Today, 15 months later, al- 
though we certainly have not 
solved all our problems, we are 
more than gratified with the re- 
sults of our labors. 

These tests were used in our 
selection of a site: 

1. Transportation: Are rail and 
truck facilities readily available? 
Will selection of this site cause a 
delay in our freight shipments or 
an increase in our freight rates? 

2. Road Networks: Are the roads 
surrounding this site adequate to 
handle our shipping requirements 
without delays due to traffic con- 
gestion? 

3. Convenience to customers and 
employees: Is this site accessible? 
Will we lose valuable staff mem- 
bers and business because of this 
location? Have we moved away 
from our present or future mar- 
kets? 

Once the site had been selected, 
we visited some of the new ware- 


houses of other jobbers. We culled 
from this maze eight ideas that 
we wished to use. They were as 
follows: 

1. Wherever possible keep all 
items in the same merchandise de- 
partment together. 

2. Those departments with the 
most activity should be closest to 
your shipping area. 

3. Develop a controlled traffic 
flow. 

4. Place items on the shelves in 
a vertical order in sequence. 

5. Keep the shelves as deep as 
possible, consistent with ease of 
selection. 

6. Allow adequate space for re- 
ceiving and shipping areas. 

7. Keep the warehouse flexible 
so that changes can be readily 
made. 

8. Allow for expansion. 

We feel that warehousing can 
be broken into two separate but 
interrelated problems—storage of 
materials, and movement or hand- 
ling of materials. 

Essentially storage relates to 
area and thus to fixed costs, while 
materials flow relates to opera- 
tions and its costs. The true ware- 
house cost, therefore, is the sum of 
the fixed and operational costs. 

To attain this minimum cost 
situation, we decided to find our 
minimum area requirement and 
then expand it as good layout and 
materials handling techniques de- 
manded. We devised a nine step 
plan to realize our goal: 

1. Using the most efficient stor- 
age equipment available, find the 
minimum area needed for stock 
storage disregarding the desired 
final order. 

2. Design the service areas, re- 
ceiving and shipping, and allow 
the necessary space. 

3. Allow for expansion. 

4. Compare our present me- 
chanical equipment with the most 
efficient on the market. If we need 
equipment how much will it cost? 

5. Using the raw data of the 
shelf survey of step one, determine 
the quantities of shelving of each 
size for each department and make 
the necessary adjustments for ex- 
pansion. 

(Continued on page 60) 
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By Aliston Vander Horst 
Wm. H. Cole & Sons 
Baltimore, Md. 


IT IS IMPERATIVE that you cut 
your cost or surely you will sus- 
tain a loss! 

Fire destroyed a third of our 
warehouse. High pressure fire hose 
washed away our entire inventory. 
(Cur records were not damaged.) 

Three days later my brother, 
Lloyd, and I had made the final 
decision to carry on. From then 
on Lloyd called the project—Pro- 
fit From Fire Loss. 

The duties were divided right 
down the middle—he would rent 
a nearby building, replenish the 
stock and get the business rolling 
again. My task was to buy land 
and to erect a suitable office and 
warehouse. 

After considerable work, a lo- 
cation was obtained. 

One word of caution—be sure to 
stay within your budget. You have 
established the price you can pay 
for the land and made careful 
estimate of the cost of construc- 
tion. 

After you have decided on the 
land, your archietect will have to 
fit your building to the topo- 
graphy. This takes a little doing. 
Be sure to abide by the building 
codes. 

Moving from a downtown 5- 
story warehouse to a one-story 
operation in the county is a big 
change. It requires considerable 
planning. 

First think and plan in cube. 


37 





Width, depth and height — and 
the greatest of these is height. 

Here we suggest you consult an 
engineering firm. There are sever- 
al who specialize in warehouse 
design and flow of merchandise. 
Flow is controlled by location of 
the goods in the warehouse and by 
the means of moving it from bin, 
rack, or shelf to shipping area. 

One of the recent designs for 
achieving height is the Tier-Rack. 
It is an ingenious device of two 
pieces of metal tubing in the shape 
of a U which attaches to the pal- 
let to form a rigid frame on 
which another pallet may be 
superimposed. This permits you to 
pile to the rafters. 

The shelf area consists of steel 
shelving—three depths: 12, 18 and 
24 inches. 

Here are stocked the thousands 
of items that lend themselves to 
storage in such a fashion. For in- 
stance, machine bolts are on the 
shelves, starting on the top shelf 
and running from left to right. 
Four to eleven sections are re- 
quired. Large heavy sizes are near 
or on the bottom shelf. 

The bin area consists of (L) ell 
angle iron bolted together on (T) 
tee shape uprights, spaced on 8 
foot isles. Pallets are placed on 
this frame work, or plywood is 
fitted into the ell forming a large 
bin. 

The very top of the steel frame 
is used for over-stock. 

Flow is the rapid movement of 
goods from the storage area to the 
shipping platform. Seasonal mer- 
chandise must be stored close by. 

Two vehicles greatly facilitate 
the flow of merchandise—one is 
the Finger Lift. The unique fea- 
ture of the Finger Lift is that it 
can be maneuvered in a small area 
—less than eight feet. It is electric 
so it is charged each night eager 
to go the next morning. It has a 
“dead man” break—lift your foot 
and the Finger Lift stops. 

The three shelf aluminum Stock 
Picker Hand Truck with large 
swivel wheels in rear is very easy 
to handle even when heavily load- 
ed. 

Lockdown ladder at the back 
permits the order worker to reach 
the top of the stock shelf with 
ease. When you step on the ladder 
it slides through the guides until 
the rubber feet rest solidly on the 
floor, locking truck and ladder to 
the floor as a unit. 

Our “D” Day for final assault 
for completion of our project-Pro- 
fit From Fire Loss—came on 
Labor Day weekend. The entire 
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force, all hands, started Saturday 
morning at 7:30. By Sunday morn- 
ing at quarter of two we halted 
and went home to sleep. We 
came back Monday at 8:00 A.M. 
and finished up that night shortly 
after 11.00 P.M.—all dead tired but 
mighty proud of what had been 
accomplished. We were in our new 
warehouse. 

Three years later let’s review 
the results. Is there a Profit From 
Fire Loss? Are there tangible im- 
provements that can be tabulated? 
The answer is yes. 

Incoming shipments can be 
handled in half the time. Some 
bulk merchandise can be unloaded 
and put in stock in one-third of 
the time. 


The order pullers can complete 
a batch of orders in 15-20% less 
time. The entire stock is laid out 
in better sequence. 

Therefore, you see that in our 
new warehouse we have reduced 
operating costs by: 


1. Using the cube - height. 

2. Employing better methods for 
fast “picking” of orders. 

3. Rotating seasonal merchandise 
for rapid flow. 

4. Creating a better design for 
assembly of goods. 

5. Building on perimeter of city 
beyond snarled traffic. 

6. Arousing the interest and 
stimulating the loyalty of our 
working force. 


How Turnover Handbook 


Works for Us 


By Jack Mueller 


Beltrami Hardware Co. 
Bemidji, Minn. 


REGARDLEssS of how big or small 
an operation may be, I am con- 
vineed that the fundamental ideas 
put forth in tae Turnover Hand- 
book are for every hardware 
dealer—and for every wholesaler 
too, for that matter. 

Our store is located in down- 
town Bemidji, between two of the 
nation’s retailing giants—J. C. 
Penney on the one side and F. W. 
Woolworth on the other. We have 
a 25-foot front, and our selling 
area is approximately 90 feet iong. 
We have two full time employees, 
plus myself, two part time em- 
ployees, and a bookkeeping serv- 
ice which takes care of our book- 
keeping and tax work. We sell 
mainly hardware and housewares, 
with our largest priced items be- 
ing power lawn mowers. 

Being situated in a favorable 
traffic location—between Penney’s 
and Woolworth’s—we have had 
quite a good turnover rate for a 
number of years. However, as a 
result of a good turnover rate, we 
seemed to be constantly out of 
merchandise when it was wanted. 

Too often, we retailers have 
succumbed to these pressures to 


build inventory without regard to 
proper balance in our stock or the 
effect on turnover. The result for 
the average retailer has been a 
badly malajusted inventory—far 
too deep in certain items, con- 
stantly out of stock in others. If 
you do have to be concerned 
about how much inventory you 
have, where to keep it, and how 
long it stays in your store, then I 
think the only solution to “outs” 
is a basic stock list and some or- 
derly stock control like that 
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recommended as part of the Turn- 
over Handbook. 

To combat “outs” in our store 
we have, so far, set up, using 
Turnover Handbook manuals, 
monthly written stock control sys- 
tems on all housewares, paint, 
cleaning supplies, and paint sun- 
dries. We are trying visual control 
on tools, builders hardware, elec- 
trical and plumbing supplies, and 
sporting goods, and will probably 
have written monthly checks on 
most of these departments within 
the next year. 

There are many stock control 
systems which have been devel- 
oped by wholesalers as part of 
their Turnover Handbook pro- 
grams. Our stock control system, 
with the help of our wholesaler, 
was set up this way: After deter- 
mining, through use of the Turn- 
over Handbook manuals and 
evaluating our inventory, what 
items were to be included in each 
department, we arranged the 
merchandise the way we felt it 
should be laid out for the best sell- 
ing effort. 

Then we proceeded to install a 
price ticket, with a stock number, 
on every item. After setting up the 
department we took blank stock 
control sheets and went through 
the department writing down each 
item, along with the stock number 
and the retail price. Next we took 
our wholesaler’s catalog, and in 
spaces provided in our control 
sheets, we put the pack the item 
comes in, the cost for full or 
broken pack, the minimum and 
maximum quantity to carry of the 
item. Then by inserting a stock 
counting sheet, we were ready to 
count stock at least once a month. 

Ideally, I think each employee 
should be responsible for a certain 
department or departments. 

Since I inventory by depart- 
ments, I buy by departments. 
Generally my wholesaler ships by 
departments. This speeds handling 
all along the line and lessens the 
chance of error. 

The biggest problem we have in 
stock control is accuracy in count- 
ing and placing surplus stock in its 
correct storage place. 

What are the benefits then, to 
stock control? 

We have real control, I feel, of 
the departments where we are 
using a _ written stock control 
record. I feel quite certain that 
the statement “Good stock control 
will help turnover” can be made 
without fear of contradiction. 

But we have found other bene- 
fits from stock control, too. We 
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are forced to keep both our mer- 
chandise on display and our sur- 
plus in orderly fashion so they can 
be counted regularly. 

A good stock control system will 
make money for a retailer, it will 
take work to start and keep going 
—but I feel confident they will 
find it worthwhile. 

Going hand in hand with stock 
control in the Turnover Handbook 
picture is the “basic stock.” The 
way the “basic stock list” for the 
NRHA Turnover Handbook was 
developed it has given us confi- 
dence that this is truly a “basic 
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stock.” 

The Tool Section is a good sec- 
tion to start with. However, I be- 
lieve I would have started instead 
with paint, as it is somewhat 
easier to inventory and lends it- 
self easier to stock control. I 
would emphasize doing one de- 
partment at one time and get it 
all completed before you start an- 
other. 

After completing the inventory 
of our tool department we then 
determined first what items in our 
present stock would be included in 
the 80% basic stock. 
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We took our time in determining 
what items we should include in 
Plus 20, but after we had arrived 
at our decision, we placed these 
items in our stock selection guide. 

Deciding what items were to be 
eliminated from our stock also 
took time, thought, and discussion. 
After we had decided what items 
should be included in our 80% 
basic and our Plus 20, we had 
about 180 items that had no 
classification. Should all of these 
items be eliminated from our 
stock? We decided that 180 items 
would be eliminated from our 
stock, and we haven’t been un- 
happy about this decision since. 

We did not believe that we 
could be short over 250 items, that 
were considered basic to a _ tool 
stock. But that was what we found, 
and we began to remedy this 
situation when we went to work 
on the Turnover Handbook. 

The use of the “basic stock” in 
some departments has convinced 
us that we want to use this plan 
wherever it is possible throughout 
our store. We are going to have 
breadth rather than depth in our 
stock in the future, if we continue 
to apply these Turnover princi- 
ples. And when someone comes in 
and says, “Do you carry this 
item?” we are going to be able to 
say yes more often, because we 
will be carrying more basic hard- 
ware items, and, if we keep fol- 
lowing through with our basic 
fundamentals we have the item in 
stock, because we are using stock 
control. 

What is a “fair price” today? 
Not the old rule of thumb any 
more—the day is past when the 
33144% is the basis for all of our 
pricing. You can not stick to the 
14 theory when competition is sell- 
ing an item for 79¢ that you pay 
65¢ for. And by the same figuring 
you can’t sell an item costing you 
67¢ for $1.00, when it will get only 
one turnover a year, or will re- 
quire special handling in your 
store. Pricing for profit is all im- 
portant to the independent hard- 
ware dealer and the Turnover 
Handbook has a guide that is 
helping us price for a profit. 

It is interesting to note that the 
Turnover Handbook fundamentals 
book states only approximately 
100 items that we handle require 
competitive pricing. At times it 
would seem every item we sell is 
“footballed” about, but if we 
analyze it I think we will find it 
isn’t as bad as it seems. 

The Turnover Handbook has 
used letters to identify product 


40 


markups: A—competitive, B—nor- 
mal 50%, C—75 to 100%, and 
D—over 100%. It has been found 
that when Turnover Handbook is 


followed, 55.8% of all items will 
carry better than a normal mark- 
up. You'll have to mark down 
2.2% below normal. 


How We Utilized the 


Turnover Handbook 


By Burrows Morley 


Morley Brothers 
Saginaw, Mich. 


IN TELLING of our experience 
with the TH, I feel I am telling, 
basically and fundamentally, the 
story of all hardware distributors 
who have utilized it. First step 
was the TH pages. These came 
through Bob Vereen and Liberty 
Distributors. Each item was illus- 
trated to simplify stock counting. 
Included was a 12 month’s stock 
control for each item as well as 
the A, B, C, and D item ciassifica- 
tion, NRHA’s recommended stock, 
and the price range. 

With the TH pages on hand, our 
buyers worked setting up the in- 
terleaf data sheets. These showed 
unit, manufacturer’s number and 
brand name, standard factory 
pack, dealer’s costs, and recom- 
mended selling price. While these 
were being reproduced, the buyers 
marked, TH items in their stock- 
books with the handyman symbol. 
We also marked our catalogs with 
the handyman symbol as pages 
were reissued. 

Buyers were told to be especial- 
ly careful to have year ‘round 
basic items in stock at all times 
and plenty of basic seasonal items 
on hand before and during the 
selling season. 

Three ring hard board covers 
were ordered and work began on 
producing the 20% additional item 
listings. For these, different col- 
ored papers were used, red for 
year ’round sellers, green for 
spring and summer items, and buff 
for fall and winter. 

Meeting plans were formulated. 
From May 20 through June 3, 
seven meetings were held. Each 
Morley salesman in the area in- 
volved could invite not to exceed 
10 of his best hardware dealers. 
A staff member of the Michigan 
Retail Hardware Association at- 


tended each meeting and spoke to 
the group, endorsing the TH pro- 
gram—most helpful. 

Meetings started at 4 p.m. The 
formal portion took three hours 
but it was not unusual for dealers 
to stay another two or three hours 
asking questions and discussing 
various phases of the program. 
Dealers arriving for the meeting 
had tremendous interest in the TH 
program. 

Next 19 colored slides of flip 
charts were shown. These covered 
the need for the TH program, 
what it was, and how it operated 
with particular emphasis’ on 
“outs,” idle inventory, the im- 
portance of turnover, the basic 
stock list of 80% items and how it 
was compiled, realistic pricing, 
consumer category pricing, and 
why price increases should be put 
into effect immediately. 

We then showed eight addition- 
al slides, telling how we felt a 
dealer should go about adopting 
the TH program for his store. 

Next, I .old the group how our 
Bargain of the Month, Circular 
program and Controlled National 
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Brands fitted hand in glove with 
the TH to do four things: 

1. Bring more customers into 
his store. 

2. Produce 
sales. 

3. Increase turnover and reduce 
“outs” and 

4. Result in more return on his 
investment—his only reason, when 
you came right down to it, for be- 
ing in business. 

Our Dealer-Morley Brothers TH 
Agreement was shown and read. 
Dealers could sign up then or on 
our salesman’s next call. 

How did it go? 93% of the deal- 
ers attending signed at the con- 
clusion of the meeting. Each deal- 
er who signed received right then 
and there the Fundamentals Vol- 
ume, three TH covers, a complete 
set of pages, and interleaves for 
the Hardware Section. 

Well, the meetings were over, 
the dealers signed up. Now what? 
Each TH dealer was mailed a 
billfold size ID card. The use of 
the number on this card meant 
extra fast service on his written, 
phone, or in person orders. It 
identified him as one of our very 
best dealers. Most of the time our 
salesman’s orders for him are 
filled, packed, shipped, and billed 
within 24 hours of receipt. 

Interleaf data sheets for other 
sections of the TH were personally 
delivered to dealers by our sales- 
men. We believed that to have 
given the TH dealer all sections at 
once might discourage him by the 
very mass of material. He was go- 
ing to have to do the job bit by 
bit, so the interleaves were sent 
him the same way. 

Some five months later we 
wrote each TH dealer, listing the 
material he should have received 
via our salesman. A return check 
list was enclosed so each TH deal- 
er could notify us of any short- 
ages. This they did and incidental- 
ly there were very few shortages. 
Shortages were mailed out im- 
mediately. Another letter went to 
all TH dealers telling them that 
henceforth all TH material would 
be mailed directly to them in a 
specially marked envelope. 

Late in 1959 we gave our sales- 
men a written test on TH funda- 
mentals. It was an objective type 
test, quickly scored. All questions 
and answers were carefully and 
fully discussed in an extensive oral 
critique following the exam. 

The TH program is no one shot 
deal. TH fundamentals must be 
stressed again and again and 
again. Until by sheer repetition 


added _ profitable 


they are absorbed and pecome in- 
stinctive with our dealers. And in 
the process, some will rub off on 
us, too, to the betterment of our 
own profit showing. 


How has it all worked to date? 
We have 164 TH dealers well dis- 
tributed over the area we serve. 





Fine, you say, but what were the 
results? Well, our 1959 sales to 
non-TH hardware dealers showed 
an increase of slightly over 6%. 
Although TH was in use less than 
six months of ’59, our TH hard- 
ware dealer’s sales _ increased 
2012%, over three times the in- 
crease for non-TH dealers. 


Effective Catalogs 
at Lower Costs 


By W. E. Smith 


Oklahoma Hardware Co. 
Okiahoma City, Okla. - 


CATALOGS are important to the 
wholesaler, as his most valued 
selling tool, and to the manufac- 
turer, as a means of showing off 
his products to the best advantage, 
to the salesmen and to retailers 
alike. How then, can we produce 
and maintain this all important 
working tool more efficiently, 
more economically, and more 
speedily. 

Maintenance has always been a 
problem. Research had led us to 
the conclusion that a central clear- 
ing house, manned by “profession- 
als” was needed to bring about 
standardization, and to provide 
copy and good “reproduction 
proofs,” if we were to improve our 
catalog making processes. 

Last year, a significant contribu- 
tion was made in this field, when 
Dick Becker, chairman of the 
Catalog Committee presented to 
the convention a program, known 
as the “C-S-D” Catalog Service 
Plan, and developed with the co- 
operation of North American 
Press, hardware catalog special- 
ists. It was launched the first of 
this year. 

Considerable progress has been 
made during the eight months 
since the C-S-D Plan was an- 
nounced: 108 wholesalers are par- 
ticipants; 160 manufacturers have 
participated; 1561 separate cata- 
log listings were sent to whole- 
salers; 5000 manufacturers have 
received brochures, letters and 
other literature about the plan— 
each at least three times; over 100 
manufacturers have been con- 
tacted personally by C-S-D repre- 
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sentatives; over 10,000 brochures 
have been printed and distributed, 
including 2000 special sporting 
goods folders; and over 20,000 sets 
(of 3) request forms have been 
prepared and finished to whole- 
salers for contacting manufactur- 
ers. 

The C-S-D Plan is a good plan, 
supported by ALL member whole- 
salers who are equipped to do 
their own catalog work, and 
backed up by our manufacturing 
suppliers, our cataloging costs 
would be drastically reduced. This 
program is designed for both 
wholesalers and manufacturers— 
large and; small—to give them 
equal assistance in solving the 
problem of catalog production. 
Both need the service of C-S-D. If 
the program is not patterned to al? 
needs, it can be quickly adjusted 
to the demands of modern mer- 
chandising. If it is to be successful 
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we must have your help and co- 
operation. 
The purpose of C-S-D is: 


(1) To furnish wholesalers with 
accurately compiled, expertly con- 
densed, clearly printed catalog 
reproduction proofs, of exactly the 
type the distributors want. 

(2) To round out the whole- 
salers’ modern method of making 
catalog changes by furnishing ma- 
terial ready for immediate offset 
reproduction. 

(3) Speed of operation for NEW 
merchandise, to enable manufac- 
turers to get the listings quickly 
to the wholesaler, in useable form. 

(4) To offer a service to the 
manufacturer—large or small— 


that is economically sound, reliev- 
ing him of the time consuming job 
of layout, compiling, and distribu- 
tion. 

(5) Provide a central clearing 
house of professional catalog peo- 
ple, for the catalog problems of 
both manufacturers, and whole- 
salers. 

(6) By the sheer power of num- 
bers and standardization, to event- 
ually reduce the costs of catalogs 
to both manufacturers and whole- 
salers. 

The C-S-D system is proving it- 
self to be good, but its adequacy 
will be far greater, only as more 
wholesalers and manufacturers ac- 
cept it, and we have more com- 
plete participation. 


Orders and Invoices 
Need Improving 


By R. C. Neely 


Amarillo Hardware Co. 
Amarillo, Tex. 


YOUR COMMITTEE on Simplified 
Unit Pricing and Decimal Pack- 
aging has conducted several sur- 
veys with the membership. The 
first part of this report will deal 
with the questionnaire mailed out 
in the early spring concerning the 
sizes of Purchase Orders being 
used by our members and also, 
your feelings concerning the possi- 
ble standardization of manufac- 
turers’ invoices. 

194 members of this Association 
participated in this survey. The 
first question asked was “What is 
the size of your present Purchase 
Order Form?” 145 advised they 
used 844” x 11” Purchase Order 
Forms, seven used an 814” x 814” 
size, and five used an 844” x 7” 
size. We also had some members 
that used Purchase Order Forms 
that were over 11”, one being 84%” 
x 15” and the balance used sizes 
between the smallest and the 
largest. 

The next question was “What 
size Purchase Order Forms would 
you suggest as standard for all 
wholesalers of hardware?” 154 
members favored the 8%” x 11” 
size, and a number of other 


42 


miscellaneous sizes were men- 
tioned with only one having a 
dimension of over 11” and that 
was only 1114”. 

The third question was “Would 
you be willing to follow a stand- 
ard in the event your particular 
size is not adopted?” 148 members 
indicated they would be willing 
to follow a standard. 

“What size Invoice Form would 
you like to see the manufacturers 
adopt as a standard and our As- 


sociation advocate to manufactur- 
ers?” In reply to this question, 153 
members urged the use of an 81” 
x 11” form, seven would like to see 
844” x 81” Invoice Forms, four 
would favor 81%” x 10” form and 
the balance of the replies were of 
miscellaneous sizes. 

The next question asked, 
“Would you favor the Association 
advocating that manufacturers 
clearly describe the merchandise 
covered by their invoices?” To this 
question, there was an overwhelm- 
ing reply that 189 members fav- 
ored the Association advocating 
this practice. 

Another question asked, “Would 
you favor our Association advo- 
cating that the manufacturers in- 
clude all of the items which are 
shipped in one carton or shipment 
on the least possible number of 
invoices—preferably on one in- 
invoice?” 177 voted that they 
would advocate this. 

It has been suggested by many 
that our Association go on record 
strongly endorsing the practice of 
showing such information as dis- 
count terms, cash terms, delivery, 
purchase order number, etc., in 
the same location on all invoices 
from all manufacturers. 


Other Ideas 


Other ideas revealed in the sur- 
vey: the need to urge manufactur- 
ers to prepay shipments rather 
than allowing full freight on the 
face of the invoice; lack of a full 
and adequate description of the 
merchandise on the face of some 
invoices; need for manufacturers 
to mark cartons clearly—with car- 
tons numbered and the invoice to 
show in which carton each item 
on the invoice was packed; annoy- 
ance with the use of tissue paper 
type of invoices which readily 
tear; invoices that have carbon 
backing are most annoying in that 
any information put on the face 
of the invoice is transferred on to 
other unrelated invoices; and lack 
of a return address on invoices. 
And members find that some of 
the manufacturers using electronic 
equipment show the total at the 
very bottom of the sheet at the 
lower right hand corner which 
does not allow room for the mem- 
ber to figure and deduct cash dis- 
count, freight allowances and 
other deductions on this invoice. 

Your committee would like to 
submit for your consideration the 
following list of standardized units 
of sale and the abbreviation we 
would recommend you consider 
for these units of sale. 
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Revised Standardized Units of Sale 
STD. 
UNIT ABBREVIATION 
Assortment asst. 
Bag bag 
Bale bale 
Ball ball 
Barrel Bbl. 
Box box 
Bundle Bal. 
Can Can 
Card cd 
Carton ctn. 
Case case 
Coil coil 
Display disp. 
Each ea. 
Envelope env. 
Foot ft. 
Gross gro. 
Hank hank 
Keg keg 
Kit kit 
Length lgth. 
Linear foot Lin. Ft. 
Pack pack 
Package pkg. 
Pail pail 
Pair pr. 
Pounds lbs. 
Reel reel 
Roll roll 
Set set 
Sheet sht 
Sleeve sleeve 
Spool spool 
Square sq. 
Square foot sq. ft. 
Square yard sq. yd. 
Tin tin 
Tube tube 
Hundred weight cwt. 
Yard yd. 


In the case of my company, we 
are using electronic equipment 
and have elected to further reduce 


the standard abbreviation to two 
(2) characters; however, it was the 
consensus of the Committee that 
for those members who use hand- 
written or typed invoices other 
than through electronic equipment 
that the above standard abbrevia- 
tions be used. 

It is also the feeling of this 


Committee that ammunition 
should be priced by the box which 
would eliminate the need of know- 
ing whether the box contained 20 
rounds, 25 rounds, or 50 rounds, 
and that the list and discount 
prices should be reduced to a net 
figure as far as the distributor and 
dealer prices were concerned. 


Equal Taxation 
Is a Must 


By H. L. Thompson 


Bostwick-Braun Co. 
Toledo, Ohio 


SINCE a year ago, the co-ops 
within the hardware _ industry 
have continued to grow—WHY? 
Wouldn’t you like to take the en- 
tire sum that you have paid out 
in Federal taxes over the past 10 
years, and add this to your work- 
ing capital? This is exactly what 
your competition, the wholesaler 
cooperative, has been doing. Due 
to the present unfair tax laws they 
are thus able to expand and 
grow; whereas the rest of us are 
restricted in our accumulation of 
capital due to the heavy taxes 
which we must pay. 

Although these legal leeches are 
scattered in various areas of the 
country, the heavy concentration 


The X-Club Dines 
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is in the Great Lakes Region. In 
this same general Middle West- 





Great Lakes area there have been 
quite a number of the large full- 
functioning wholesalers who have 
either discontinued their business, 
or have sold out to other com- 
panies. The spread of these 
leeches will continue as long as 
present tax laws exist. 

An inspection of the data on co- 
op grocery wholesalers should be 
of vital interest to all of us. 

The Department of Commerce, 
urging the effective taxation of 
cooperatives, pointed out that 
while members of the general- 
line grocery wholesale group were 
shrinking from 1939 to 1954, the 
number of retailer-owned co- 
operative food wholesalers in- 
creased from 136 to 193, a 42% 
increase. Voluntary group whole- 
salers decreased in number from 
638 to 574, off 10%, and general- 
line wholesalers contracted even 
more percentage-wise and in num- 
ber. 

What is more startling, the Com- 
merce Department reported that 
an unpublished survey covering 
approximately 32,000 grocery co- 
op retailers in 1958 over 14,000 of 
these, or 44%, came into the fold 
within the last six years. 

Estimates prepared from the 
Department of Commerce _indi- 
cate the cooperative’s share of all 
business of grocery wholesalers 
advanced from 7.0% in 1939 to 
10.2% in 1948 to 23.0% in 1958. 
At the same time the share of 
business carried on by general-line 
grocery wholesalers dropped from 
62.9% in 1939 to 61.2% in 1948, to 
40.0% in 1958. Voluntary group 
wholesalers accounted for the re- 
mainder rising from 30.1% in 1939 
to 37.0% in 1958. 

It can be fairly assumed that 
tax privileges playea an important 
part and will play a bigger part in 
the future. The necessity for 
remedial legislation can be easily 
recognized when the present rate 
of growth is projected for the next 
decade. Such a projection shows 
the cooperative segment trans- 
acting 51.8% of all wholesale 
grocery business by 1968. 

In the year 1954, 12 retailer- 
owned cooperative hardware 
wholesalers transacted apvroxi- 
mately $47,000000 in business. 
This represented about 2.8% of 
the total volume done bv hard- 
ware wholesalers. By 1958 the 
sales of co-ops are estimated to 
have totaled avvroximately $104,- 
000,000 or 5.3% of the total vol- 
ume. This chanee in a_ short 
four-year period represents an in- 
crease of 100%. Until such time as 
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the present unfair tax advantage 
is removed we certainly can expect 
their business to continue to ex- 
pand. Just how can there be equal- 
ity when we have one firm paying 
full taxes and we have another 
competing firm paying little or no 
Federal corporate taxes. 

But what I, and thousands of 
other businessmen, want to cor- 
rect is the inequity in these tax 
laws. 

Where do we stand today in our 





efforts to bring about this equali- 
ty of taxation? I sincerely believe 
that the large majority of the 
Ways and Means Committee un- 
derstand the present injustices. 
Although no bill was reported 
to the Floor of Congress by the 
Ways and Means Committee, I feel 
that the contacts that we have in 
Washington have been greatly 
strengthened and that our chances 
in the coming year are better than 
they have been for some time. 


DCA Weeds Out 
Unprofitable Lines 


By U. J. Kuhre 


Strevell Paterson Hardware Co. 
Salt Lake City, Utah 


IMMEDIATELY following the con- 
vention last year, the Distribution 
Cost Accounting manual was made 
available to all active and associ- 
ate members of the association. 

Two hundred and fifty-six man- 
uals have been distributed to 
date. One hundred fifty-one of our 
active members have purchased 
198 books. Twelve of our associate 
members have taken 14 manuals 
and 16 have been ordered by our 
affiliate, The National Association 
of Sheet-Metal Distributors. An- 
other 28 copies have been pur- 
chased by non-members. This 
gives us a total circulation to date 
of 256 manuals. 

In March of this year, your com- 
mittee authorized a survey to de- 
termine whether or not it would 
be advisable to conduct a seminar 
or clinic, either in May or Septem- 
ber. This survey indicated at that 
time that 13 members had already 
installed DCA in their own op- 
erations. Eighteen more whole- 
salers indicated they were in the 
process of installing; while 15 
more indicated they would be in- 
stalling DCA during this year. 

A seminar was held in Chicago 
on September 8. David W. Re- 
wick, resident partner, Ernst & 
Ernst, Los Angeles, California, 
was with us to help and to give 
us professional guidance at the 
seminar. 

I am sure that it was as gratify- 


ing to President Price as it was to 
me to have 41 companies repre- 
sented by 59 individuals at this 
Chicago meeting. This meeting got 
underway at 8:30 A.M. and con- 
tinued on into the late afternoon. 

So the greatest benefits might 
be obtained, the group broke up 
into two sections for the morning 
session: (1) Those now collecting 
DCA figures. (2) Those planning 
to instigate the program. Mr. 
Rewick took the second group and 
made a complete review of the 
DCA manual with them. 

Where do we go from here? 

First, we are hopeful that we 
can help the majority of the mem- 
bers of this association to become 
part and party to this program. It 
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can mean ever so much more to 
each of us individually, and col- 
lectively to all of us, to have 200 
or more member firms partici- 
pating in this activity. 


Secondly, we believe that some 
basis of reporting to national head- 
quarters must be developed in or- 
der that we will make the findings 
more meaningful to all members. 
We are right now in the process 
of research in this part of the pro- 
gram. We have something in mind 
similar to the “Overhead Expense 
Report” that has been an associa- 
tion function for many years. You 
will hear more about this over the 
next few months. 

In closing may I make several 
observations: 

(1. DCA can be _ developed 
economically in all types of hard- 


DCA--Valuable Tool 
for Greater Profits 


By S. T. Exley 


ware distribution, large or small. 

(2.) DCA is not predicated on 
elaborate and expensive account- 
ing systems. You do not need 
punch card or electronic equip- 
ment to use this prograrn. 

(3.) DCA is not the cure for 
the disease; it merely points out 
your problem areas. 

(4.) DCA should be a perma- 
nent source of management infor- 
mation and we should all think in 
terms of it being a permanent part 
of our accounting programs. 

(5.) It will take some effort and 
dedication on the part of manage- 
ment to make it work. 

(6.) DCA’s greatest benefit 
will be to each distributor that 
adopts the program. Any benefits 
to the industry as a whole will be 
secondary to the benefits to each 
of using the manual. 


Harper & Reynolds Corp. 
Los Angeles, Calif. 


UPON RECEIPT of the DCA man- 
ual, we went over it very care- 
fully to see if the principles in- 
volved fit our operation and to de- 
termine, to our own satisfaction, 
that the system was sufficiently 
accurate to give us the results we 
desired. We were convinced that 
an excellent study had been made 
and the system was the one we 
wanted. We accepted the system 
with practically no variations even 
to the extent of using the sug- 
gested expense accounts code num- 
bers. We began immediately to 
prepare for installation of our sys- 
tem on January 1, i960. 

During the period we were pre- 
paring for installation of the cost 
accounting system, we found a 
number of ways to improve our 
efficiency. We found ways to im- 
prove the use of our warehouse 
space and our operation even 
though we have a modern one 
story warehouse and a very low 
cost warehouse operation relative 
to reported national figures. While 
preparing for our purchase order 


lines and purchases by depart- 
ments, we found that buyers’ re- 
sponsibilities and work loads were 
unbalanced. After rebalancing 
buyers’ duties based on our new 
knowledge, we finally reduced our 
buyers from five to four. 

We prepared for the coding of 
our line items by departments in 
our stock control. Here again, we 
found due to the new statistics we 
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were securing, that the true work 
loads were out of balance. After 
readjusting the duties, we were 
able to reduce our personnel from 
five and one-half to five people. 

Because of the information we 
had gained in our preliminary cost 
accounting studies, we chose to 
break our organization into seven 
departments. We did this with the 
idea that departments which were 
losing money should have our first 
attention while recognizing that 
there were undoubtedly items or 
lines in profitable departments 
that were not profitable. 

It is our intention to further 
break down the unprofitable or 
marginal departments so that we 
can secure more detailed figures 
on costs. It is our expectation that 
we will probably end up with a 
twelve to fifteen department 
breakdown. 

Prior to our installation of the 
cost accounting system, we did not 
have a breakdown of our figures 
by departments. The cost of secur- 
ing departmental figures should 
not fairly be included as part of 
the cost of installing cost account- 
ing. Yet this part of the procedure 
proved to be most costly as we 
had to add three additional people 
at an approximate cost of 
$12,000.00 per year, using strictly 
hand methods to secure our de- 
partmental distribution figures. 

After these figures were se- 
cured, we found the additional 
load of cost accounting was minor 
and could be absorbed without ad- 
ditional personnel. We are now in 
the process of installing billing 
machines which will improve the 
efficiency of our billing and auto- 
matically, as a by-product, give 
us our distributional figures by 
line item and dollar value by de- 
partments. 

From the figures which we have 
secured to date, we find that we 
have two denartments that onerate 
at a loss. One is on the border 
line. Four do a pretty good job for 
us. Our Fastener or Threaded 
Products Department wavers from 
red to black. Our Sporting Goods 
Department will probably be in 
the red nine months of the year 
primarily due to a local condition. 
In our area, fishing tackle is pres- 
ently sold at approximately a 
10% gross profit and it takes a 
higher line item value than we 
seem to be able to get to make 
this business profitable. Our study 
indicates, however, that this de- 
partment can probably be brought 
into the black with some change 
in buying as well as changing our 
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selling approach. 

Our Housewares Department 
appears at present to be almost 
hopeless. Here again, in our area, 
almost any quantity of house- 
wares is sold at the quantity price 
and, as a result, the low margin 
combined with the high handling 
costs of most housewares makes it 
appear that the best we can do is 
to limit our losses. 

We feel that to date we are just 
beginning to understand some of 
the factors that affect the profit- 
ability of a line or items and we 
know we have much to learn. We 
have learned, however, that we 
must change our sales approach 
and our salesmen’s habits. We 
found that the average line item 
value of our dealer salesmen 
varied from $11.05 per line item 
down to $2.81 per line item. 

In surveying some of our cus- 
tomers’ purchases, we also found 
that they had bad habits and were 
purchasing in quantities unprofit- 
able to us. We found that we also 
had some bad buying habits and 
that we must put less emphasis on 
items that sell at a poor line item 
value and look for items that are 
more profitable. 

As a result of the knowledge we 
have gained, we are beginning a 
massive educational and _self- 
training program. We are begin- 
ning to re-educate our salesmen 
as to how to secure a profitable 
order. Our salesmen will check 
many items of an average dealer 
less often so that when he does 
take the order, it will have a 
greater line item value and be 
profitable. We are developing a 
sales compensation plan whereby 
a salesman will be paid based on 
the profitability of the line item 
and the average line item profit 
of a sale. 

We have set up a chart to guide 
our Bidding Department, again 
based on the line item value, with 
a minimum line below which we 
do not want business, because it 
will not even contribute to over- 
head; another line indicates our 
break-even point and a third is 
called our desired profit line. By 
the use of this chart, our Bidding 
Department will vary the mark- 
up on different items so that, as 
nearly as possible, each line item 
will be profitable based on the 
quantity requested. 

The real value of our cost ac- 
counting system will be more ap- 
parent when we begin to have 
comparative figures. We have re- 
duced some of our costs in our 
purchasing, stock control and 
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Award of Honor 


In recognition of their policies which 
have contributed to an improvement of 
the manufacturer - wholesaler - retailer 
relationship, three manufacturing com- 
panies were awarded plaques and 
scrolls. In special ceremonies, NWHA 
President Howard Price presented the 
awards to H. F. Seymour for the Co- 
lumbian Vise and Manufacturing Co.; 
to Dewey Godfrey for Remington Arms 
Co.; and to Paul Lewis for the Win- 
chester-Western Division. 


PPP PPP PP PPP PPD PPL 


warehousing departments and 
have discovered a couple of other 
areas where we think we can re- 
duce costs as a result of the 
knowledge gained. We have also 
improved a few of our customers’ 
buying habits. We hope that we 
are changing some of our selling 
habits but here it is too soon to 
make a judgment. 

We find that manufacturers are 
interested and, in some instances, 
willing to listen when we have 
cost figures that indicate their 
lines are not too profitable. Some- 
where along the line, we must 
convince our competition that they 
should study their own businesses 
for only in this way will poor and 
costly business’ practices be 
changed. 


¢ 


Stock the Lines 
That Sell! 
(Continued from page 33) 


expanded the sporting goods de- 
partment considerably and took on 
a line of nationally known boats 
and motors—which they are doing 
very well with incidentally—they 
also added the large housewares 
and giftwares departments and a 
toy department. 


These have proved to be highly 
successful in sales volume and 
have been expanded several times 
in the past few years. 

The large store uses several 
means of promotion to bring in 
store traffic. Included are radio, 
newspapers, handbills and special 
broadside mailings furnished by 
its wholesaler, along with a 
Christmas catalog which features 
giftwares and toy merchandise. 

The owners promote about five 
or six sales annually, beginning 
with a January clearance sale and 
ending with their Christmas spe- 
cials. Other sales are geared to 
seasonal merchandise. 

For the past decade, the firm’s 
major means of advertising has 
been through radio. Each day at 
noon, seven days a week, it spon- 
sors the news broadcast on the lo- 
cal radio station. This is supple- 
mented with some newspaper ad- 
vertising, and it has tried tele- 
vision a few times, but still finds 
its sponsorship of the daily news 
program is most successful. 

As to the continued and steady 
increase in volume sales through 
the past years, Overstreet has an 
answer for it. 

“We feel that any success we 
have enjoyed in sales increases 
during the past is due to handling 
only good quality, nationally ad- 
vertised brands of merchandise.” 

He relates the story of one of 
his customers who came in a short 
time ago and said, “Whenever I 
want something good and to have 
confidence in when I buy it, I 
come to you. When I want some- 
thing cheap, I go to one of the 
chain stores, and I know I won’t 
be able to trust the quality.” 

“TI think,” smiles Overstreet, 
“that he said it better than I 
could, because it just about sums 
up the reason we are able to com- 
pete over national chain stores.” 


e 


Estes to Represent 
Panzer Products 


DONALD ESTES, president of 
Estes Co., Dallas, Texas, recently 
was named Southwest representa- 
tive of Panzer Products, Inc., 
makers of the Panzer-T 70 “Com- 
pactor” garden tractor. 

The Estes Co., according to 
Charles Eckman, president of the 
Virginia Metalcrafters, Waynes- 
boro, Va., parent body of the 
Panzer Co., will represent Panzer 
in the Texas, Oklahoma, Louisiana, 
and Arkansas area. 
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“Big Fish and Hardy Anglers Have 
Proven To Me That PENN REELS 
Stand The Test Above All Others!” 


HAL RUSSELL, Owner 
Beach Bait & Tackle 
Fort Lauderdale, Florida 


The Beach Bait & Tackle Shop in 
Fort Lauderdale is headquarters for 
charter boat skippers who swear by 
PENN REELS. Here, Hal Russell is 
talking to Captain Fred Voss of the 
“Lucky Lady”, Bahia Mar, Fort 
Lauderdale. 





“Simplicity of repair and availability of parts when we 
need them—makes PENN REELS our top seller” 
adds Hal Russell—a dealer who should know because 
he maintains an all year ’round tackle repair de- 
partment in his popular shop. 

See your authorized PENN jobber about the line of 
PENN REELS for 1961. These 
made-in-America reels are pre- 
sold by angler acceptance, heavily 
advertised in leading consumer 
publications and their wide popu- 
larity for all kinds of fishing will 
build more sales for you. 


SEE YOUR AUTHORIZED 
PENN JOBBER TODAY! 


51 lb. “Terry” Burnett with a 500 
lb. shark caught at Destin, Florida 
with a PENN DELMAR Reel. 


a => he 
PENN FISHING TACKLE MFG. CO. 


r ’ k Ave... Phi Tel-tie)) 
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this shopping center store 


staged a highly effective 


GRAND OPENING 


Strosnider's White Oak Hard- 
ware presented an attractive ex- 
terior to those attending the 
Grand Opening. A large sign in 
the window prociaimed the 
event. A representative from a 
paint company, portraying a 
mechanical man, gave useful 
demonstration to adults — and 
provided amusement for the 
children. 


By Beatrice Miller 


Departments cre well-crdered, 
and easily accessible from the 
wide, uncluttered aisles. Many of 
the departments appeal directly 
to the women who enjoy leisurely 
shopping. Experienced salesmen 
are nearby when needed — note 
youngster here who carefully 
considers salesman's advice. 


TWO-DAY grand opening that 

drew over 3,000 people and 
cost about $2,500 in prizes and re- 
freshments established Strosnid- 
er’s White Oak Hardware in a 
shopping center area of White 
Oak, Maryland, as a modern self- 
service store with a vast variety of 
merchandise to offer. The mer- 
chandise is departmentized effec- 
tively over its 6,000 square feet. 

Promoted by newspaper, radio, 
and store signs for three days just 
prior to the event, the opening was 
lavish with giveaway samples. 

Factory representatives gave 
demonstrations in paint, power 
tools, housewares, etc. Refresh- 
ments were served and the do-it- 
yourselfers were offered helpful 
instructions. 

“We felt this was a good means 
of putting ourselves on the map 
with the entire community,” said 
Ervin F. Strosnider, co-owner with 
Lee Strosnider. “We are here to 
serve both the farmer and subur- 
banite. We have departments that 
appeal to women—housewares, 
cleaning supplies, etc——and de- 
partments on the other side of the 
store for men buying tools, general 
hardware, and paint. Everything 
is on open display for examination 
and handling and operation. How- 
ever, we have experienced sales- 
people who are promptly at a cus- 
tomer’s elbow to give assistance 
and instruction. 

(Continued on page 62) 





DRAPER-MAYNARD SPORTS EQUIPMENT 
= is best! 


Just like “too many cooks spoil the broth” —the more sport- 
ing goods lines you have, the more headaches! More costs, 
too! You save when you stock and sell the one complete line of 
sports equipment your customers know . .. Draper-Maynard 
and MacGregor golf and tennis. You reduce inventory head- 
aches, brand confusion, duplication of orders, effort and paper 
work. In their place you get a complete line, with quality 
assured, quick delivery, faster turnover and higher profits. 
Get the full story. Write today for complete information, cat- 
alogs, and name of your nearest Draper-Maynard wholesaler. 


DRAPER-MAYNARD SPORTS EQUIPMENT 


he Lithy Lag Lind” =~ «division of The MacGregor Co. 4861 Spring Grove Avenue, Cincinnati 32, Ohio 





HONO 


sa” 


For 84 years, Rogers 
in its class for smooth, sure strength in 
sealing all kinds of woodworking projects. 
Sample joints 
at right are just 
a few of the types] A wealth of wood- 
illustrated in handy | working informa- 
Rogers Book of mop no tig 
Woodworking | Send just 20¢ for a 
Notes which you | ier of Rogers Give 


can now have FREE. | *"¢ Your FREE B 
copy of Rogers That's what the new Panzer compact farm tractor for lawn and 
Ser bine Ge. — Plans To- garden has been doing since it’s introduction, under new manage- 

mane jay. ment, at the National Hardware Show and the Mid-America 
Lawn and Garden Show. The reception of this new Panzer 
“Compactor” has been tremendous. If you haven't heard the 


complete story of the customer engineered Panzer, better 
ROGERS welts or phan coen. Selective exclusive frenshiese ayeitehie. 
ISINGLASS & GLUE CO. | PANZER PRODUCTS, INC. pt27"sbors.Vistsis 
GLOUCESTER, MASS. 











and other Industrial Arts Courses. 
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Season-minded 
brings em in 


Cartoon Windows 


FK™ DISPLAY windows, each 
vividly painted with cartoons 
that highlight the current season, 
have turned into a unique adver- 
tising medium for the A & G Hard- 
ware & Paint Co., North Little 
Rock, Arkansas, Co-owner Stephen 
Gammel has a ready answer for 
any question regarding the pro- 
longed value of these hand-painted 
cartoons, changed with the season 
and with promoted specials. 
“They bring in extra traffic. 
Many people pass up an attractive 


By S. W. Ellis 


display windows. But these humor- 
ous cartoons that inspire grins 
catch practically every eye that 
passes them. No other advertising 
we do creates so much comment 
or has such traceable results.” 
The cartoons are painted by J. 
E. Thompson, floor salesman. He 
plans and paints them during spare 
time, using rubberized wall paint. 
This type of paint is better than 
oil paint because it is removed 
more easily from the glass, he has 
found. The cartoons are changed 


" dealer 
with his 


4 ee 
ma 


Nie. 


Pe 


5 
aS 


often enough so that the paint does 
not set completely before it is 
scraped and washed off for another 
cartoon. 

Thompson has had no special art 
training. He insists that anyone 
can achieve good cartoons, even 
though everyone cannot do free- 
hand painting. A few bright colors 
and a picture to copy from does the 
trick, he confides. 

Typical of his work is the car- 
toon planned to sell power lawn 
mowers. It depicts a pretty girl 


Hand-painted cartoons 
give action to the win- 
dow displays at A & G 
Hardware & Paint Co. 
without hiding mer- 
chandise. They are 
designed to bring 
smiles to passersby 
and to remind them of 
items they will be 
needing for some par- 
ticular season. Sales- 
man J. E. Thompson, 
above, working during 
slack moments, is pre- 
paring windows for 
spring. 


SOUTHERN HARDWARE for DECEMBER, 1960 





mowing the lawn while her hus- 
band sits in a lawn chair and 
watches her. “Buy Her A Mower, 
Save Work” is the caption, Lawn 
mowers are shown on the sidewalk 
just outside of this window. 

Thompson tries to achieve the 
semblance of action in his pictures. 
Splashing water around a fish for 
the fishing tackle window, a fish- 
ing line sailing in the air; wind 
seeming to move through painted 
grass or vegetables; a hunter aim- 
ing his gun at a flying bird—all 
of this gives the impression of mo- 
tion. 

Each of the five windows, four 
facing the main street, one facing 
the side street, has its own car- 
toon. Back of the cartoon are dis- 
play items related to the picture, 
all of them seasonal. The five 
windows that introduced spring 
were a paint window, a seed win- 
dow, a power mower window, and 
two sporting goods windows. 
These are being followed by other 
seasonal windows, each with its 
own cartoon. 


Promotion Activities 


Gammel admits that he is un- 
usually “season-minded,” and that 
all of his promotional activities are 
geared to four distinct seasons. 

Every three months, just before 
starting his promotion for a new 
season, he goes over his account 
books and picks out names for spe- 
cial letters or contacts. He marks 
the name, so that his wife, who 
assists with this work, will know 
whether to send a special letter or 
make a notation on the statement. 
At the bottom of a statement of an 
account that is almost paid, she 
types, “You don’t owe anything. 
Wish you did.” That message is 
typed on the statement. 

If the customer has failed to 


come in for several months, she 
writes a special letter. 

“We value our old customers,” 
Gammel said. “One of the ideas be- 
hind our cartoon windows is to at- 
tract new cash customers that we 
turn into regular customers. Many 
of us dealers do something about 
holding our good credit customers, 
but most of us rather neglect the 
small cash customer, who drops in 
to buy an article or two. We plan 
for our cartoon windows to bring 
in these customers. Then it is up 
to us to hold them as regular cus- 
tomers. We have made it a rule 
here to engage the customer in con- 
versation. If the purchase is a cash- 
and-carry one, we try to get the 
name and address. It is easy to get 
the names of larger items that are 
delivered, but we don’t want to 
lose those small purchasers who 
come in with their cash.” 

Gammel feels that his lively car- 


The window cartoons 

have reminded the lady 

here that it's time to 

do a little freshening up 

about the house. She 

comes in to select items 
for painting. 
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toon windows inspire good will. 
Humor is rare in business, he stat- 
ed. The dealer who can inspire a 
lighthearted feeling in a prospect 
has often made himself a customer. 

The cartoons are geared to the 
radio and newspaper advertising. 
This, too, is strictly seasonal. The 
radio year is divided into four sea- 
sons. Every three months, a series 
of spot announcements is used for 
seasonal items. The announcements 
often are related to the window 
cartoons, repeating a caption or a 
message. 

Newspaper advertising in the 
daily paper, on a seasonal basis, al- 
so ties in with the window cartoons 
and the radio spot announcements. 

Four times a year circulars are 
distributed. Many of the items 
shown in them are displayed in the 
windows and pointed up by the 
gay cartoons. 

(Continued on page 62) 





Sales Volume 


Tripled 


in Housewares 


By Beatrice Miller 


66 UYING HOUSEWARES for the 

new home-owner and keep- 
ing in mind her love of color, 
style, and efficiency in her kitchen 
has tripled our housewares volume 
in the last two years,” reveals 
Mrs. Gertrude Fradin, co-partner 
with Jack Fradin of Langley 
Hardware in McLean, Virginia, 
and buyer for the housewares de- 
partment. 

“Your new young home-owner 
wants a vast selection to choose 
from in color, style, assortment, 
and price range in housewares as 
well as in accessories. Our house- 


The colorful housewares depart- 

ment is in charge of Mrs. 

Gertrude Fradin (she appears 

here in photos 2, 3, and 4). She 

buys carefully, keeping abreast 

ef the changing trends among 
the young home-owners. 


wares inventory covers everything 
from a clothes hamper to bar ac- 
cessories. Our approach to giving 
the home-owner this is by keeping 
up to the minute in the vast 
changes taking place in the kitch- 
en. We pay close attention to 
changing trends.” 

Giving 65 feet of shelf space and 
two tables of 48 feet to house- 
wares, or approximately one-third 
of the store’s selling space of 2450 
square feet, McLean Hardware 
stresses mass displays of its qual- 
ity housewares. Putting out a doz- 
en pans to give a customer selec- 
tion, displaying every color can- 
ister set or plastic laundry basket 
stocked, presenting the entire 
range of materials that house- 
wares now come in—these things 
make an impression and stimulate 
impulse as well as future buying. 

“IT make it a point to go around 
and visit the model homes put up 
in the area. I want to use the 
kitchen as a guide in buying 
housewares as to color, style, and 
design. On my trips to local and 
out-of-town housewares shows 
several times a year, I am alert to 
find what will go most harmoni+ 
ously into the model kitchen,” 

(Continued on page 62) 


SOUTHERN HARDWARE for DECEMBER, 1960 








THE BIG NAME 
IN GUN 
CLEANING 


GUN CLEANING ESSENTIALS 
THAT CUSTOMERS ASK FOR 


Display 
them for 
Fast Sales! 


Wherever guns are used, 
Hoppe’s products are in de- 
mand! Millions of gunners 
and gun fanciers look to 
Hoppe’s for gun protection. 
And consistent national ad- 
vertising keeps Hoppe the 
BIG name in gun Cleaning. 
Put Hoppe’s Products on 
your counter and watch 
them sell on sight! 





FOR HOPPE’S 
FRANK A. HOPPE, INC. 


2338 N. 8TH STREET « PHILADELPHIA, PA. 








QUALITY LEVELS 


A LEVEL 


Meet price competition profitably with new 


RED JACKET 


“CUSTOM Submaga’ 
PUMPS 


gee 


(1: " 


{ 7 GPM MODEL 
. 8 STAGE % HP 


\ 
~e 
*., 


Built with Traditional 
Red Jacket Quality For 
Dependable, Trouble-Free Service 


Red Jacket ‘‘Custom Submerga’”’ 
Pumps have a combination of fea- 
tures that assures high performance 
and dependable operation not avail- 
able in similar priced units. 
““Custom”’ Line retains many of the 
“Imperial” features but are priced 
to sell competitively with other sub- 
mersible pumps which lack Red 
Jacket quality. These features 
include: 


A six-spline shaft for a positive drive 

of impellers. A water lubricated, 

easy to service, 3-wire motor with 

windings hermetically sealed in 

stainless steel. High performance 

pumping to 400 feet with capacities 

to 900 gallons per hour. Smooth, corrosion and 
abrasion resistant DuPont Delrin impellers and 
diffusers!. 


Available in a range of models to handle most 
farm and suburban home capacities from most 
pumping depths. Your Red Jacket distributor can 
explain all the features of Custom models “Sub- 
merga”’ pumps. Call him today. 
1AAI Series only 


p= RED JACKET 
MANUFACTURING CO. 
Davenport, lowa 


Warehouses: Athena, Ore.; Boyertown (Philadelphia), Pa.; 








Jacksonville, Fia.; Memphis, Tenn. 
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Two features that helped build 


$35,000 volume in giftwares: 


° A "HOT-SPOT" DISPLAY 
PARTY RENTAL SERVICE 


Mrs. Agnes Browder, manager, tidies 

up the “hot-spot” display. Here she 

can display any timely item and move 

it in a hurry. Section of the depart- 
ment is shown below. 


By Ruel McDaniel 


oo a lady or a committee of ladies of one of the 
major jobs of preparing for a party and the woman or 
women concerned not only will remember the store that 
helped, but will come back when they need anything that 
store stocks, according to the experience of the gift de- 
partment management of Cage’s Six Points Store in Corpus 
Christi, Texas. 

Carroll Cage, owner, declares that the gift department 
is one of the brightest spots in this modern hardware 
store, in both volume and net profit. Annual sales are 
about $35,000 on a stock turnover of four to five times, 
according to Cage. 

Manager of the gift department is Mrs. Agnes Browder, 
who instituted a party equipment rental service that has 
helped numerous women out of the last-minute trouble of 
providing the needed serving pieces for a buffet party. 

She rents punch bowls, cups, glasses and plates—every- 
thing needed for a party or meeting where refreshments 

are to be served. The rental serv- 
ice not only brings in a substantial 
sum in rental fees during the year 
but more important, it introduces 
women to the store who had never 
patronized it before. 

The rental items are not ex- 
pensive and yet they are of a qual- 
ity not to offend even the most 
discriminating prospective renter. 
The store rents a punch bowl for 
$1.50, 50 plates for $1 and 50 cups 
for $1. Naturally the customer is 
responsible for breakage, and that 
is a basic reason for not using ex- 
pensive pieces in the rental serv- 
ice. The thought of breaking 
something and having to pay for 
it thus does not repel a prospec- 
tive customer. The rental fee cov- 
ers the use of the materials for 

(Continued on page 64) 
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CATALOGS & BULLETINS 


170 Door Hardware. Door Catalog 
A-400 contains 192 pages covering 
the company’s line of hardware. 
Richards-Wilcox Manufacturing Co., 
Aurora, II. 


171 Hand-Too] Equipment. Auger 
and electric drill bits, chisels and 
gouges, drawknives, door lock bits, 
nail pullers, and other hand-tools are 
pictured and described in this cata- 
log. Greenlee Tool Co., 1822 Herbert 
Ave., Rockford, II. 


172 Pumps. A loose-leaf catalog, 
No. 1, of the complete Commander 
line of water pumps, water systems, 
and sump pumps is available. The 
Tait Manufacturing Co., 200 Detrick 
St., Dayton 1, Ohio. 


174 Hack Saw Frame. An adjust- 
able tubular hack saw frame, No. 325, 
with chrome-plated handle and gold- 
finished blade, together with other 
tools and kits made by the company, 
is fully described in an available cat- 
alog. Great Neck Saw Manufactur- 
ers, Inc., Mineola, N. Y. 


176 Padlocks. Padlocks to meet 
every need are described in an 8- 
page catalog which features actual 
half-size illustrations of the compa- 
ny’s entire line. Catalog #71 also 
describes Master’s Special Service 
Department, as well as Master’s pad- 
lock and bikelock display boards. 
Master Lock Co., Milwaukee 45, Wis. 


178 Hand Tool Handles. Catalog 
A and Chart B are available to assist 
customers in determining which 
handle correctly fits certain striking 
and edge tools. Both are illustrated. 
O. P, Link Handle Co., Inc., Salem, 
Ind. 


178 Special Purpose Planes. “How 
to Use Special Purpose Planes,” a 
20-page booklet on various types 
of rabbet, router, and double-end 


tongue and groove match planes, is 
available in reasonable quantity to 
dealers who may have them im- 
printed if they wish. Profusely illus- 
trated with line drawings, the book- 
let will be helpful to both veteran 
woodworkers and beginners. Stanley 
Tools, New Britain, Conn. 


180 Insecticide Sprayers. Descrip- 
tive literature which illustrates the 
company’s garden hose-fitting insec- 
ticide sprayer, together with its other 
hose nozzles and sprinklers, will be 
furnished on request. Gilmour Man- 
ufacturing Co., Somerset, Pa. 


182 Nail Wall Chart. A colorful 
wall chart showing “penny-wise” and 
corresponding nail lengths in inches; 
also illustrates many types of Maze 
nails. W. H. Maze Co., Peru, II. 


184 Farmers and Ranchers Hand- 
book. Information essential to suc- 
cessful farm operation and items of 
interest to the family are included 
in a 72-page catalog of USS Steel 
Products for farm and home. [Illus- 
trations, application helps, specifica- 
tion charts, and “how to” instructions 
are included. General information on 
care of animals, tips on electricity, 
fish ponds, etc., the use of nails; in- 
formation about building materials; 
and an offer of free building plans 
for various types of farm structures 
are included. Tennessee Coal & Iron 
Division, Fairfield, Ala. 


186 Garden Shears. The complete 
Snap-Cut line of garden shears is 
described and illustrated in a 10-page 
catalog now available which includes 
specifications, finish, packing, and 
suggested list prices. Seymour Smith 
& Son, Inc., Oakville, Conn. 


187 Tapatco Products. A 24-page 
catalog, combining all Tapatco prod- 
ucts under one cover is available. It 
is printed in six colors and contains 
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Available free to readers. Write in the numbers 
of items wanted on the return post card, page 67 


over 130 illustrations of Tapatco ma- 
rine and other products. The Ameri- 
can Pad & Textile Co., Greenfield, 
Ohio. 


188 Store Equipment. Each item 
from ticket holders to a complete 
merchandising unit is fully illus- 
trated and described in a catalog 
which contains much information 
on store merchandising equipment. 
Reeve Co., 9249 E. Bermudez St., 
Pico Rivera, Calif. 


189 Screw Anchors. Separate cat- 
alog sheets in two colors describe and 
illustrate Molly Jack Nuts, Molly 
screw anchors, Molly utility plug, 
and Molly Hi-Speed Installer. Molly 
Corp., Reading, Pa. 


191 Firearms. An extended fire- 
arms catalog gives detailed specifica- 
tion information, prices, etc., on 
the complete Mossberg line of rifles, 
shotguns, telescope sights and Covey 
hand trap. O. F. Mossberg & Sons, 
Inc., New Haven, Conn. 


195 Foot Valves. Bulletin 203, a 
complete outline of the company’s 
foot valves, with recommended uses, 
is furnished on request. Strataflo 
Products, Inc., Fort Wayne, Ind. 


197 Wood Bits. A 24-page wood- 
boring tool catalog No. 53, describes 
all Irwin wood bits, special packag- 
ing, and point-of-sale displays. Rec- 
ommended uses for each wood-boring 
tool, along with balanced stock 
recommendations, are included. The 
Irwin Auger Bit Co., Wilmington, 
Ohio. 


200 Pliers. An illustrated catalog 
containing information on a wide as- 
sortment of pliers, hammers, and 
miscellaneous tools is available, 
along with a price list. Merchandis- 
ing helps and suggested assortments 
are described in detail. Champion 


55 





DeArment Tool Co., Meadville, Pa. 


201 Screwdriver Roll Kit. A cat- 
alog page is available in black and 
white which describes and illustrates 
the TK-5 Hold-E-Zee Screwdriver 
Roll Kit. The RT-52 Roll Kit, a spe- 
cial electronics kit, is described also. 
Upson Bros., Inc., Rochester 14, N. Y. 


206 Life Saving Line. A full color 
catalog page offering illustrations and 
dimensions of the company’s U. S. 
Coast Guard-approved life vests and 
boat cushions will be furnished on 
request. Red Head Brand Co., 4300 
West Belmont Ave., Chicago 41, Ill. 


207 Twine. A 48-page catalog in 
color entitled, “Columbian Twine for 
Every Use,” is available. The book- 
let describes strength, yardage, ap- 
pearance and price, the important 
factors of strength, knot strength and 
package break. Columbian Rope Co., 
Auburn, N. Y. 


210 Cleaning Supplies. “How to 
Display and Merchandise Cleaning 
Supplies for Profit” is the title of a 
six-page color folder offered to deal- 
ers as an aid in setting up a clean- 
ing supplies center. Material in the 
folder, recently revised, has been pre- 
pared in cooperation with the Mer- 
chandising Laboratory of the Na- 
tional Retail Hardware Association. 
Ox Fibre Brush Co., Frederick, Md. 


212 Bells. A 12-page colorful cat- 
alog illustrates the company’s line of 
bells. The line includes hand bells, 
tea, call, cow, patio, bicycle, yacht, 
souvenir, and numerous other types 
of bells. Bevin Brothers Manufac- 
turing Co., East Hampton, Conn. 


213 Wood and Sheet Metal 
Screws. Folder TC-4, “Instructions 
for Selecting and Using Wood Screws 
and Sheet Metal Screws,” gives 
complete instructions for measuring 
length and diameter, head _ styles 
available, pilot hole sizes, drill bit 
sizes, etc. Supplies of the folders are 
available to wholesalers and dealers 
handling Southern screws. Southern 
Screw Co., P. O. Box 1360, States- 
ville, N. C. 


215 Toggle Bolts. A two-color 
bulletin #7001, describes and illus- 
trates a diversified line of toggle 
bolts. Complete information on mini- 
mum back-up clearances required 
and holding strengths of the spring- 
type bolts is provided. Installation 
instructions are given. Specifications 
provide diameters, lengths, weights, 
catalog numbers, and packaging in- 
formation. Diamond Expansion Bolt 
Co., Inc., Garwood, N. J. 


216 Oilers and Cans. A catalog 
illustrating and describing the com- 
pany’s entire line of oilers, safety 
cans, and oil and gasoline containers 
is available in two forms, No. 60 Gen- 
eral Catalog, and No. 60-C Condensed 
Catalog. Eagle Manufacturing Co., 
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Charles St., Wellsburg, W. Va. 


222 Wrenches, Pliers, Tools. Cat- 
alog No. W-24 illustrates and gives 
specifications of the wrenches, pliers 
and other tools covered in this cata- 
log. A section is devoted to store dis- 
plays and advertising material which 
Diamond offers. Diamond Tool and 
Horseshoe Co., Duluth 7, Minn. 


223 Plastic Housewares. A Lus- 
tro-Ware catalog illustrating and de- 
scribing over 200 plastic housewares 
is available. Featured is the Lustro- 
Ware Waste Basket Tree display 
stand which holds a 46-piece assort- 
ment of popular sizes of polyethyl- 
ene waste baskets. Columbus Plastic 
Products, Inc., 1625 West Mound St., 
Columbus 23, Ohio. 


224 Window Glass. A_ 16-page 
booklet tells how smart buying, stor- 
ing, and proper cutting of LOF Qual- 
ity Window Glass wil] increase deal- 
er profits. Libbey-Owens-Ford Glass 
Co., 811 Madison Ave., Toledo 3, Ohio. 


225 Repair Handle. A_ catalog 
sheet is available describing the ad- 
vantages of the Drive-Ezy Repair 
Handle. Step-by-step illustrations 
show the procedure for inserting the 
new handle which is designed to fol- 
low the curve of all hollow back 
shovels, spades, or scoops. Reverse 
side of sheet lists stock numbers 
which the handle fits. O. Ames Co., 
Parkersburg, W. Va. 


226 Portable Charcoal Grills. Full 
color, illustrated, descriptive catalog 
on Deluxe and Promotional braziers, 
barrel braziers, and patio grills is of- 
fered. Chattanooga Roya] Co., Chat- 
tanooga 6, Tenn. 


228 Sabre Saw. The Wen Model 
909 “All-Saw” is described and illus- 
trated in catalog sheet No. 90A110. 
The saw cuts 4x4 at 45°, a 6” log, 
and may be used for fine scroll work. 
Ten action photos show 909 cutting 
wood, metals, leather, plastics, foam 
rubber, etc. The sheet also lists spe- 
cial features, specifications, and as- 
sorted blades available. Wen Prod- 
ucts, Inc., 5810 Northwest Highway, 
Chicago 31. 


229 Tradesmen Tools. The No. 58 


Rotogravure catalog with 49 pages 
contains newest tools and engineer- 
ing changes in popular lines. Most 
popular Stanley and “Yankee” tools 
used by tradesmen are graphically 
described. Stanley Tools, division of 
The Stanley Works, New Britain, 
Conn. 


230 Specialty Nails. A _ catalog 
containing a wealth of information 
about specialty nails is available. I- 
lustrated with scale drawings of the 
nails, the catalog serves as a refer- 
ence book for both salesmen and 
customers. It contains complete nail 
specifications. Handy charts give vi- 
tal data about the sizes and quantities 
of nails to use for various applica- 
tions. Each nail is identified by stock 
number and is priced from a separate 
list. W. H. Maze Co., Peru, Il. 


232 Brass Plumbing Goods. A 4- 
page folder, LL-9479, features brass 
plumbing products such as ballcocks, 
flush valves, tank levers, etc. 48 
items covered. Mansfield Sanitary, 
Inc., Perryville, Ohio. 


235 Tapes and Tape Rules. Color- 
ful catalog pages cover the compa- 
ny’s line of hardware items including 
all types of steel measuring tapes 
and tape rules from 3- to 100-feet, 
and augmented by woven tapes, 
plumb bobs and hand levels. Also 
given is packaging information, 
weight, prices, etc. Keuffel & Esser 
Co.. Adams and Third Sts., Hoboken, 
N. J. 


236 Builders Hardware. A color- 
ful 104-page catalog illustrates the 
company’s full line of builders hard- 
ware. New items in the Safe line 
include Champion and Adams-Rite 
type hardware as well as Fraim pad- 
locks. Safe Padlock & Hardware Co., 
Lancaster, Pa. 


237 Fence Products. “American 
Products,” an illustrated general cat- 
alog listing fence and kindred prod- 
ucts, describes numerous types of 
fences and posts. The 41-page catalog 
also contains information and specifi- 
cations on such other items as bale 
ties, corn cribs, hardware cloth, nails, 
roofing sheets, welded wire fabric, 
stone wire, trellises and agricultural 
wire rope. A chart and table is pro- 
vided to determine how much fence 
and how many posts are required to 
enclose farm acreage. American Steel 
& Wire Division, U. S. Steel Corp., 
Rockefeller Bldg., Cleveland 13, Ohio. 


239 Wrenches and Socket Sets. A 
16-page catalog describing Billings 
Life-Time Wrenches and Socket Sets 
is available. Catalog is illustrated 
with complete description of each 
wrench and socket set. The Billings 
and Spencer Co., Hartford 1, Conn. 


242 Simplified Pump Selection. A 
full-color, 12-page catalog, Section 
102, that simplifies pump selection by 
sectionalizing all basic information 
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on facing pages has been designed 
for the Olympian line of pumps and 
accessories. The catalog features a 
color coding system and a numerical 
and letter coding system for identify- 
ing pumps, jet packages, and tanks. 
The F. E. Myers & Bros. Co., Ash- 
land, Ohio. 


244 Chain Data. The Chain Data 
Bulletin 59, a 28-page chain sample 
book, illustrates most sizes of 17 types 
of welded and weldless chain. Con- 
tains 146 actual size illustrations, 
recommended uses, and working load 
limits for each size; also, trade sizes 
and trade numbers, material size, 
weight per 100 feet, number of links 
per foot, and finish and packing in- 
formation. S. G. Taylor Chain Co., 
Inc., Hammond, Ind. 


250 Polyethylene House w ares. 
Four-color catalogs illustrate and de- 
scribe the complete line of Polly Flex 
Housewares. Colorful consumer fold- 
ers are also available. Republic Mold- 
ing Corp., 6465 N. Avondale Ave., 
Chicago 31, Il. 


251 Packaged Screws. The color- 
ful catalog P-2, Package List Prices, 
contains eight pages of list prices on 
packaged wood screws, Type A tap- 
ping screws, machine screws, ma- 
chine screw nuts, stove bolts and car- 
riage bolts. Back cover, inside and 
out, is filled with color illustrations, 
descriptions and explanations about 
the “EZ to C” label system. South- 
ern Screw Co., P.O. Box 1360, States- 
ville, N. C. 


252 Firearms. A 24-page catalog, 
indexed and illustrated, contains de- 
tailed specifications for each of the 
imported sporting arms comprising 
the company’s line: F. N., Sako, F. I. 
and Finnish Lion rifles; AyA and 
Manufrance shotguns; Astra, Star 
and Unique pistols. Firearms Inter- 
national Corp., Dept. P, Washington 
22, D. C. 


253 Lawn Hose Goods. Catalog 
No. H-60 presents the Sherman line 
of lawn hose goods in actual color- 
style, with descriptive information 
and prices. Back page features photos 
and the names and addresses of com- 
pany representatives. H. B. Sher- 
man Manufacturing Co., Battle Creek, 
Mich. 


264 Athletic Equipment. A 3-col- 
or, 14-page catalog features the fall 
and winter line of athletic equip- 
ment. Includes football, basketball, 
boxing, volley ball, and soccer equip- 
ment. Draper-Maynard Co., Cincin- 
nati 32, Ohio. 


265 Power Mower Engines. The 
complete, illustrated story on the 2- 
cycle Lawn-Boy power mower en- 
gine, its design and performance fea- 
tures, is told in a 16-page booklet. 
Lawn-Boy, Lamar, Mo. 

296 Salesman’s 


Chain Catalog. 
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Compact 4-page catalog gives specifi- 
cations, and Working Load Limits for 
all popular grades of welded and 
weldless chain. Also includes illus- 
trations and data on welded and 
weldless assemblies. Campbell Chain 
Co., York, Pa. 


297 Chain Merchandisers. Two 
separate 2-color catalog pages. One 
each featuring regular reel assort- 
ments and new Proof Coil Chain on 
reels. Each page illustrates new reel 
display merchandisers and actual size 
illustrations of chains. Space allowed 
to insert dealer cost. Campbell Chain 
Co., York, Pa. 


298 Window Glass Ads. A 12-page 
booklet listing more than 75 mats 
with detailed instructions for build- 
ing advertisements, ideas for layouts, 
for use in local newspapers or maga- 
zines. Mats are furnished free on re- 
quest. Libbey-Owens-Ford Glass Co., 
811 Madison Ave., Toledo 3, Ohio. 


299 Window Glass _ Installation. 
Four-page folder or stuffer entitled 
“How to Replace a Broken Win- 
dow.” Eight helpful steps for the 
do-it-yourself handyman _ described 
and illustrated. May be imprinted 
with dealer name. Libby-Owens-Ford 
Glass Co., 811 Madison Ave., Toledo 
3, Ohio. 


300 Fishing Lures. Over 150 dif- 
ferent soft plastic lures are illustrated 
and described in DeLong’s latest cat- 
alog. The covers in color give a pic- 
ture of the range and scope of the 
lure colorations. DeLong Lures, 4026 
Princeton Blvd., Cleveland 21, Ohio. 


303 Household Hardware. A 2- 
page, 3-color bulletin describes the 
Roto-Rack household hardware dis- 
play, a 4-sided merchandiser con- 
taining 41 individual items and 396 
pieces of “Standard” barrel bolts, 
cupboard turns, sash locks, hinges, 
and hasps. Information about avail- 
able finishes, sizes, and packaging 
for each item is given also in Form 
RR. Shelby Metal Products Co., 
Shelby, Ohio. 


304 Water Systems. An available 
catalog features a loose-leaf cover 
with tabs for easy reference and in- 
cludes product sections on submers- 
ible, jet and reciprocating water sys- 
tems, submersibles and unright cellar 


SOUTHERN HARDWARE for DECEMBER, 1960 


drainers, and water softeners. Sec- 
tions are devoted also to the history 
of the company, pump selection and 
installation data, and sales aids. The 
entire contents are available in 2- 
and 4-page sections suitable for mail- 
ing by wholesalers and their dealers. 
Each section has space for imprint- 
ing. Tait Manufacturing Co., 500 
Webster St., Dayton, Ohio. 


305 Lubricant. A colorful catalog 
page describes Dry-Lube, an all-pur- 
pose lubricant packaged in non- 
breakable polyethylene squeeze bot- 
tles. Also illustrates new display 
cards. Page is 81%” x 11” to fit stand- 
ard binders. Reardon Products, 305 
Cass St., Peoria, Il. 


306 Fishing Tackle. Seven color- 
ful catalog sheets, picturing and de- 
scribing the complete line of Langley 
baitcasting, spincasting, and spinning 
reels and rods, are offered. Newest 
contribution described is the Model 
444 Dyna-matic reel. Langley also 
offers the Fisherman De-Liar in two 
styles, bubble-packed for peg board 
display or packaged in cartons, as 
well as two artificial baits, the Mat- 
ador jig and the Banderilla lure. 
Langley Corp., 310 Euclid Ave., San 
Diego 12, Calif. 


307 Trowel Trades Tools. Special 
Dealer Edition of the Goldblatt Tool 
Catalog presents the “Good as Gold” 
line of tools and equipment for ma- 
sons, cement finishers, plasterers, and 
other building professionals. Many 
new tools and building ideas are in- 
cluded. Goldblatt Too] Co., Walnut 
St., Kansas City 41, Mo. 


308 Airex Products. The compa- 
ny’s catalog contains 10 pages, in 
color, which illustrate and describe 
the complete line of fishing tackle. 
Catalog sheets are offered also on 
Baseball Gloves and on Rainwear. 
Airex Corp., 411 Fourth Ave., New 
York 16, N. Y. 


309 Window Glass. A _ 15-page 
booklet describes and illustrates the 
L.O.F. process of sheet drawing flat 
glass, the types and general uses, and 
gives selection and physical specifi- 
cation data. Booklet also shows deal- 
er sales aids, such as signs and dis- 
play storage racks, and gives pointers 
for glazing and proper cutting of 
glass. Libbey-Owens-Ford Glass Co., 
811 Madison Ave., Toledo 3, Ohio. 


310 Putty Pencil. A catalog page 
descriptive of Magic Woodblend put- 
ty pencil is available. The bulletin 
explains how Woodblend corrects 
surface defects and holes in any 
shade wood. It also provides infor- 
mation about two displays, various 
color assortments, prices, etc. Form 
WB 1000. Magic Iron Cement Co., 
Inc., 5403 Bower Ave., Cleveland 27, 
Ohio. 


311 Curry Combs. An envelope 
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stuffer entitled “How to Curry Favor 
with Your Customers” and which il- 
lustrates and describes a line of cur- 
ry, mane, and curling combs is now 
available. North & Judd Manufac- 
turing Co., New Britain, Conn. 


$12 Galvanized Ware. A 16-page 
catalog describing the full line of 
J&L galvanized ware is available. 
Alongside the pictured products are 
descriptions, specifications, and ship- 
ping information. The product line 
includes pails, tubs, trash cans and 
burners, coal hods, fuel cans, water 
cans, etc., for a variety of industrial, 
commercial, and domestic uses. Con- 
tainer Division, Jones & Laughlin 
Steel Corp., City Park and Hamilton 
St., Toledo 1, Ohio. 


332 Fishing Tackle. The new %4- 
oz. “Razzle Dazzle” lure is featured 
in the company’s 64-page catalog. 
Packaging is described as one dozen 
to the easel-type display card, with 
each lure on its own card; one size 
and one blade color to a_ card. 
Wright & McGill Co., P. O. Box 518 
aa, Aurora Station, Denver 8, Colo. 


333 Fabric Cement. Leaflets and 
brochures are available as well as 
mailing cards for dealers on the uses 
of Tehr-Greeze Fabric Cement for 
patching, repairing, and mending of 
any item made of cloth, canvas, 
leather, and soft wool. Val-A Co., 
700 W. Root St., Chicago 9, Ill. 


334 Edge Tools. Colorful catalog 
pages are available presenting the 
company’s line of axes, hammers, 
hatchets, Bush Hook, sledge ham- 
mers, and garden tools. Illustrated. 
Mann Edge Tool Co., Lewistown, Pa. 


335 Vises and Levels. Catalog No. 
60 includes descriptions of 64 differ- 
ent vises and 42 levels. Quick refer- 
ence vise charts and comparative 
specifications are shown also. There 
are over 80 individual illustrations. 
Columbian Vise & Manufacturing 
Co., $021 Bessemer Ave., Cleveland 
4, Ohio. 


337 Barbecue Portable Pits. In- 
formation about styling and cooking 
features of “Char-Broil” portable 
outdoor cooking equipment is pro- 
vided in a pamphlet. Columbus Iron 
Works Co., Columbus, Ga. 


338 Sweep and Plow Shares. A 
colorful wall chart illustrates the 
Southern Streak line of “Red Streak” 
high carbon sweeps and other steel 
plow shares. Southern Plow Co. Di- 
vision of Columbus Iron Works Co., 
Columbus, Ga. 


339 Marine Cordage. A 28-page 
marine catalog featuring a_ special 
display rack section and showing the 
company’s complete line of rope, 
cordage, and water skiing accessories 
is available. Marine Division, Puritan 
Cordage Mills, 124 Cabel St., Louis- 
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ville 6, Ky. 


340 Plastic Hose Nozzles. A 3- 
color bulletin, descriptive of Trans- 
Flo plastic hose nozzles, contains 
complete information on packaging, 
displays, and test data. Bulletin L- 
169A. Vichek Tool Co., Cleveland 4, 
Ohio. 


341 Spark Plugs. The Mower 
Power M-42 spark plug which is 
specially designed for power mowers, 
power saws, tillers, garden tractors, 
and similar engine applications, and 
outboard spark plugs are described 
and illustrated in available literature. 
Stitt Ignition Co., Marine and Power 
Mower Div., 86 East First Ave., Co- 
lumbus 1, Ohio. 


345 Builders Hardware. Detailed 
illustrations and specifications cover 
the company’s latest designs in butt 
hinges, floor hinges, louver, lavatory, 
and screen door hinges. The 48-page 
catalog presents the company’s com- 
plete line of builders hardware and 
includes architectural, engineering, 
installation, and construction infor- 
mation. Several new lines of carded 
hardware for resale are featured. 
Milwaukee Stamping Co., 800 South 
72nd St., Milwaukee 14, Wis. 


346 Outing Equipment. A 24-page 
catalog on the company’s complete 
line of outing equipment is available. 
Included are gun cleaning kits, in- 
dividual cleaning accessories, gun 
sights, knives, compasses, and mis- 
cellaneous sporting products. Marble 
Arms Corp., Gladstone, Mich. 


347 Nails. Technical data, profuse 
illustrations and suggested uses of 
the Stronghold and Screw-Tite lines 
of nails are contained in the litera- 
ture made available by the company. 
Literature includes a technical bro- 
chure, a recent two-page catalog, and 
a booklet entitled “New Ideas for 
Using All-Nailed King-Post Trussed 
Rafters.” Independent Nail & Pack- 
ing Co., Bridgewater, Mass. 


348 Shank Extender and Ball- 
cocks. Bulletin L-321A describes the 
No. 422 shank extender and three 
ballcocks. Leaflet explains how the 
shank extender can be screwed on 
the bottom of a regular ballcock to 


make it equivalent to a regular 2%” 
repair shank ballcock. Outstanding 
features of the 09, 03, and 07 ball- 
cocks are listed also. Mansfield Sani- 
tary, Inc., Perrysville, Ohio. 


349 Chain Saws. Profit opportu- 
nities in the chain saw market are 
outlined in a new booklet, “Pioneer 
Points the Way to More Chain Saw 
Profit.” The publication describes the 
complete line of saws, bar and chain, 
for the professional logger and farm- 
er. Pioneer Saws, OMC Engines & 
Equipment Div., Waukegan, III. 


350 Display Boxes for Hardware 
Products. A two-color envelope stuff- 
er illustrating and describing nine 
counter display boxes is offered. The 
multi-colored display boxes include 
three assortments of snaps, two of 
swivel eye and one each of chain re- 
pair links, safety gate latches, clothes 
line holders and safety hooks and 
eyes. North & Judd Manufacturing 
Co., New Britain, Conn. 


351 Metal Household Furniture. A 
full-color catalog of many models of 
household stools, serving carts, metal 
folding bridge furniture, and juvenile 
furniture is available. Dealers stock- 
ing the line may also request display 
material and co-op ad mats. Hamil- 
ton COSCO, Inc., Columbus, Ind. 


352 Transparent Plastic Boxes. A 
bulletin descriptive of Trans-Box 
transparent plastic boxes has been 
issued. Boxes may be used for fish- 
ing lures, office supplies, bolts and 
nuts, etc. Featured is the PD-1 as- 
sortment which includes a display 
rack that holds 15 boxes of various 
sizes and styles, and has a 25 box 
back up stock. Vichek Tool Co., 
Cleveland 4, Ohio. 


353 Vise Use and Care Charts. 
The charts present bench vise data 
on one side and woodworkers’ vise 
suggestions on the other. All details 
of vise use are covered, from instal- 
lation instructions to maintenance 
hints. Printed in two sizes: 84%” x 11” 
for notebooks, etc., or 16” x 22” post- 
ers for bulletin board or vocational 
classroom use. Identification: L-2098- 
A. The Columbian Vise & Manufac- 
turing Co., 9023 Bessemer Ave., 
Cleveland 4, Ohio. 


356 Wheels. Several new items 
are featured in a colorful 4-page 
catalog sheet. Pictured and described 
are Gleason’s slow-speed wheels for 
replacement, repair and “do-it-your- 
self,’ as well as new models of 
kits, accessories, and karting items. 
Also described are five narrow-hub 
wheels, Gleason “hub - stretcher” 
springs, and Gleason reducer bush- 
ings. Featured also are various mer- 
chandising helps which include plans 
for 17 Mobiliving yard and garden 
items, two wheel display stands, 
one a counter unit containing eight 
wheels, the other a metal floor stand 
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containing 46 wheels. Gleason Corp., 
250 North 12th St., Milwaukee 3, Wis- 
consin. 


357 Clamps. A 16-page booklet 
contains illustrations and condensed 
information on Sure-Tite, Strap-Tite, 
Noc-Out, and many of the company’s 
other types of standard clamps for 
hose, flexible plastic pipe, and duct 
connections. A number of custom- 
made clamps for unusual applications 
are described and illustrated also. 
Wittek Manufacturing Co., 4305-43 
West 24th Place, Chicago 23, Il. 


358 Outdoor Clothing and Equip- 
ment. A colorful fall catalog con- 
tains complete specifications on com- 
pany’s outdoor clothing, hunting and 
fishing accessories and marine equip- 
ment. Red Head Brand Division, 
Brunswick Corp., 4311 Belmont Ave., 
Chicago, Ill. 


359 Water Systems and Accesso- 
ries. A compact catalog covers the 
Goulds line of jet and submersible 
type water systems and accessories. 
In eight concise, easy-to-read pages, 
it contains model numbers, illustra- 
tions, ratings and prices of the most 
popular units sold today. Goulds 
Pumps, Inc., 211 Black Brook Rd., 
Seneca Falls, N. Y. 


360 Fishing Tool. Catalog sheet 
in two colors fully describes how 
Ti-Eze lets fishermen tie hooks to 
lines and leaders in seconds with a 
snell knot. Also included are com- 
plete details on special free display 
board offer. Airborne Tool Co., 138 
Sierra St., El Segundo, Calif. 


361 Dealer Displays. A complete 
line of Picture Frame, revolving and 
operating displays and demonstrators 
is described in Amerock Catalog No. 
109. Displays are available to deal- 
ers with wide assortment of extra 
hardware for resale, and are designed 
for use on peg board, on check-out 
counters, in store windows, or for 
“on the job” builder calls. Amerock 
Corp., Rockford, III. 


362 Tools. A 44-page catalog, list- 
ing over 800 individual automotive, 
industrial, marine, and household 
tools is available. Features include 
246 illustrations in addition to nu- 
merous sketches and tables. Eighteen 
new NRHA-approved hardware dis- 
plays and 13 new automotive tool 
display panels are presented for the 
first time. Fast turnover, essential 
stock items are indicated by yellow 
panels. Catalog No. 12. Vichek Tool 
Co., 3001 East 87th St., Cleveland 4, 
Ohio. 


363 Levels and Mason's Tools. 
Ninety items are described and illus- 
trated in a colorful 18-page catalog. 
Permanent loose-leaf cover lets user 
keep current price information right 
at hand. Mayes Brothers Tool Manu- 
facturing Co., Johnson City, Tenn. 

(More catalogs, page 60) 
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For over thirty-five years SOUTHERN HARD- 
WARE has been a dependable guide to the whole- 
sale and retail hardware trade. Up-to-date informa- 
tion on all phases of the hardware wusiness is found 
every month in its pages. 


The magazine has been built on a program of 
service to readers that covers: 


WINDOW DISPLAY INVENTORY CONTROL 
COUNTER DISPLAY EMPLOYEE RELATIONS 
STORE MODERNIZATION SERVICE DEPARTMENTS 
CUSTOMER RELATIONS CREDIT CONTROL 

SALES PROMOTION ACCOUNTING PROCEDURES 
ADVERTISING ASSOCIATION ACTIVITIES 


And very important, there is always local news 
about friendly people and their activities in the 
Southern and Southwestern hardware trade — a fea- 
ture that no other magazine has developed so fully. 


Each of these subjects is given special attention 
in its relation to the special needs and problems of 
Southern hardware men. 


Why don't you join this monthly get-together? 
The modest subscription price of only $2.00 for 
THREE full years of informative, value-packed read- 
ing is an outstanding investment in your future. 


If you aren't a subscriber, become one—or, if 
your subscription is about to lapse, renew it! The 
small expense will be returned to you many times in 
the thousands of pages of valuable information that 
will be yours for the next three years. 


SOUTHERN HARDWARE 


806 Peachtree St., N.E. 
Atlanta 8, Georgia 
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364 Pump Financing. “How to 
Build Your Business by Selling the 
Way People Buy ... On Time!” is a 
booklet which explains the advan- 
tages of finance selling, the benefits 
to the dealer, and the simplicity of 
the Goulds Finance Plan. Form No. 
5640-J. Goulds Pumps, Inc., 212 
Black Brook Rd., Seneca Falls, N. Y. 


365 Hand Saw Blades. A 3-color 
catalog page describes and gives 
specifications for all types of hand 
hack saw blades. Data includes blade 
size, teeth per inch, type of alloy, and 
recommended uses. G. W. Griffin 
Co., Franklin, N. H. 


366 Hand Tools. Catalog Number 
60 lists al] 200 Barcalo forged hand 
tools in its 16 pages. New tools fea- 
tured include the Taper Design 
Wrench, the Lock-Jaw Plier-Wrench 
with Red-E-Release, and Perfect-Grip 
Pliers. Barcalo Manufacturing Co., 
225 Louisiana St., Buffalo 4, N. Y. 


367 Stronchold Fasteners. The 
“Stronghold Line” catalog is a book 
of 24 pages and covers, size 8% x 11 
inches to fit standard files and bind- 
ers, and is printed in two colors 
with quick-reference thumb indexes. 
It gives complete technical data, in- 
cluding lengths, gauges, head sizes 
and counts per pound, on 372 sizes 
and types of Stronghold, Screw-Tite, 
and other improved nails; and con- 
tains information on packaging and 
other special features. The center 
page spread reproduces in readable 
size the complete ‘Recommended 
Nailing Schedule” resulting from the 
company’s research program. Inde- 
pendent Nail & Packing Co., Bridge- 
water, Mass. 


272 Molly Price List. A four-page 
price list covering the company’s 
complete line of screw anchors, Jack 
Nuts, etc., is available. Molly Corp., 
Reading, Pa. 


373. ACCO Products. A _ booklet 
dispels the idea that chain and cable 
are the only products which the com- 
pany makes. It shows that 15 sepa- 
rate divisions and eight subsidiary 
companies manufacture hundreds of 
diversified products in 25 plants lo- 
cated in 22 cities in the United States, 
Canada, and England. American 
Chain & Cable Co., Inc., 929 Connect- 
icut Ave., Bridgeport 2, Conn. 
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New Warehouses 
Cut Costs 


(Continued from page 37) 


6. Determine interior aisle spac- 
ing. 

7. Place the shelf, rack, and 
bulk areas in the warehouse in 
relation to your service areas. 

8. Determine your’ material 
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NHMA to Continue 
July Exhibit 


The mid-year NHMA National 
Housewares Exhibit will be contin- 
ued in July, rather than changed to 
June, it was voted by the board of 
directors of the National House- 
wares Manufacturers Association at 
its October meeting in Chicago. 

This decision was reached after 
an industry-wide survey by the 
NHMA had shown lack of wide- 
spread interest in a possible change 
from the traditional July show 
dates. The 1961 mid-year Exhibit 
will be held July 10-14 at McCor- 
mick Place, Chicago's lakefront ex- 
position center, site also of the 
NHMA winter show January 16-20. 


COBB PP PPP PPP PPP PPD” 


handling techniques. Adjust the 
areas and layout consistent with a 
minimum cost situation. 

9. Plan the steps of the move. 

As we were about to start our 
final layout, the Frick Gallagher 
Company offered to determine our 
exact equipment needs, lay out our 
warehouse to our specifications 
and provide a consultant service 
for our handling problems. All 
this, if we bought their equipment, 
was to be at no cost to us. 

After many conferences and an 
exhaustive study of our ware- 
house, they presented us with a 
tentative layout, a list of our 
equipment needs and, of course, a 
price. Their price proved to be 
very competitive. After awarding 
them the contract, further study 
produced our final layout, operat- 
ing procedures and a plan-a-graph 
which designated the location and 
type of every piece of shelving in 
the warehouse, but, most im- 
portant of all—it listed the items 
that were to be stored on them. 
This plan-a-graph not only serves 
as your first warehouse locater, 
but is the perfect tool for planning 
your move. The results of their 
planning were extremely accurate 
and this service was completely 
free. 

The storage equipment we used 
was: 

1. T-post clip type shelving and 
warehouse racks by Frick Gal- 
lagher Co. 

2. Well-stack pallet 
Equipment Mfg. Co. 

3. Post Pallets & Pallets by 
Palleteir. 

4. Specialty equipment as man- 
ufactured by Frick Gallagher and 
others. 

To obtain a controlled traffic 
flow, we laid out the warehouse 
in the following manner: The re- 


racks by 


ceiving area was placed in the rear 
or north end of the building. It 
consists of four railroad receiving 
doors along the north wall, three 
truck receiving doors on the west 
wall directly adjacent to the 
northwest corner of the building, 
and a large L-shaped staging area 
adjacent to these doors. All our 
pallets not in use are stored over- 
head on special racks on the north 
wall. 

The shipping area is in the front 
or south end of the building. It 
consists of eight shipping doors on 
the south wall, the order assembly 
area in the southwest corner of 
the building, and our shipping 
cages. 

The shipping cages are wire en- 
closures, 15 x 16 ft., and their pur- 
pose is to provide an area where 
completed orders can be stored in 
some logical manner while await- 
ing shipment. 

To avoir traffic congestion we 
designed our main aisles to handle 
both shipping and_ receiving 
equipment, with our minor aisles 
restricted to either one or the 
other. 

Expansion is “built-in” in three 
ways: 

1. We left 
existing line. 

2. On the east side of the build- 
ing we left an expansion corridor 
for any new items. 

3. In our bulk area the aisles 
are designed so they may be re- 
duced when we revlace our cur- 
rent equipment with the new nar- 
row aisles equipment. 

We divided the warehouse in 
two sections—the shelf area where 
all goods would be revackaged and 
the rack and bulk areas where no 
repackaging was necessary. 

The goods from these areas are 
selected separately but simultane- 
ously by different crews. To avoid 
non-productive walking, we use a 
batch order system. In the shelf 
area for ease of selection and to 
aid the checkers in their work, 
we use a specially designed pick- 
ing cart. In the bulk area we 
originally planned to use hand- 
powered flat trucks for selection 
except when the order called for 
pallet load quantities. Then we 
would use either a fork-truck or a 
transporter to bring the goods to 
the shipping area. 

This system in the bulk area 
proved to be our biggest mistake. 
It was much too slow. We 
remedied this situation by having 
the motor truck company build to 
our specifications, highly maneuv- 
erable, speedy electric selection 


space within each 
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carts, with a capacity of 2,000 
pounds, which the picker drives. 

I think the best comment that 
can be made about these carts is 
that they paid for themselves 
within the first year of operation. 

The building is one story con- 
structed of brick, protected by an 
automatic svrinkler system, moni- 
tored by ADT. heated throughout, 
with air conditioning in the office, 
and featuring a model store dis- 
play area, a meeting room, and a 
lunch room for our employees. The 
construction costs including all ex- 
tras and fees amounted to less than 
$6 a souare foot. It is worth noting 
that the snrinkler system reduced 
our fire insurance premiums to 
1/5 of their previous level. 

Most of our warehouse helv are 
members of the Teamsters Union: 
The warehouse is heated to 60° in 
the winter, and all our new shelv- 
ing and eauinment is being de- 
preciated at a rapid rate. 

In 1958. the cost of operating 
our warehouse including salaries, 
repairs and devreciation on eauip- 
ment, heat. lieht, power, boxing 
and packing expense was slightlv 
in excess of 3%. After six months 
of operation in our new ware- 
house, our exnenses on these same 
items had fallen only to 2.9%. By 
March of this vear the cost began 
reducing ravidly until today for 
all the above named costs, we are 
operating at an annual rate of 
slightlv below 2%. This compares 
favorably with the 3.2% average 
as reported by this association for 
1959. 

Currently we are planning 
changes that we feel will reduce 
these costs perhaps an additional 
3%. 

In conclusion, if I were to offer 
advice rather than relate our ex- 
periences, I would suggest that 
these points be kept in mind: 

1. Don’t neglect fixed costs. In 
most cases they will rise, so you 
must increase overating efficiency 
to this degree to break even. 

2. Since vou want to increase 
operating efficiency, you will have 
to make changes in your pro- 
cedures. Allow 6 to 9 months for 
these changes to take full effect. 
There are two reasons for this 
time lag. Number one, most em- 
ployees will resist change and 
won’t accent it until they realize 
its advantages. Number two, no 
matter how well you plan, there 
will be bugs in your operation 
that will have to be ironed out. 

3. Don’t neglect office planning. 
Although it has not been dis- 
cussed, the potential here is just 
as great as it is in the warehouse. 


DEPENDABILITY jague 


Dependability means many things 
to many people. 
To the mariner, dependability is 
exemplified by the never-failing flash 
of the lighthouse which guides his 
ship safely into port. 
To hundreds of hardware whole- 
salers and dealers — and their cus- 
tomers, too — the WRIGHT 
Diamond trade mark is the 
symbol of reliable, high quality 
products, competitively priced 
and manufactured by 
@ company whose 
reputation for de- @ 
pendability and serv- 
ice is well established. 
That's why it will pay 
you to stock and 
SUE v0 


WRIGHT> W/RE PRODUCTS, 


WELDEDGE WOVEN HARDWARE CLOTH 





Wright Weldedge Hardware Cloth (2, 3, 





4 and 8 mesh) is precision woven by a new 
process, with flat wire selvages giving added 
strength, rigidity and uniformity of mesh. 
This new process makes this Wire Cloth 
straighter and flatter than ever before. It 
has a wide variety of uses around the home, 
on the farm and in industry and can also be 
furnished with conventional loop selvage. 








Heavily galvanized after weaving. 








WRIGHT 


WRIGHT WIRE STRAND 
(clothesline) 


This quality wire, per- 
fectly stranded and 
heavily galvanized is 
supplied in cartons 
containing twenty 50- 
foot connected coils 
for easy handling. 

© 6 Strand No. 18 
© 6 Strand No. 20 
* No. 3 Cushion 

Center 

¢ 4 Strand No. 20 
© 7 Strand No. 18 


Aluminum 








_G. F. WRIGHT STEEL & 


WORCESTER 3, MASSACHUSETTS 


Write today for catalog on these and other fine Wright Woven Wire Products 
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WRIGHTLINE REVERSE TWIST 


NETTING 


Easily identified by 
the famous ROOSTER 
trade mark, Wright- 
line Reverse Twist 
Netting with reinfore- 
ing line wires unrolls 
perfectly straight and 
flat —and stays that 
way! It's easier to use 
— hes no sogs or 
bulges. Furnished gal- 
vanized either before 


or after weaving. 


WIRE CO. 
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For Customers 


Who Want A 


Quality Spoon 


FORGED blade 
of variable 





thickness 
wen't “sail” 
In breeze 

as stamped 
spoons do... 


gives deadly 
action, also. 


™ 


Five flashing, 
plated finishes 
and pee bril- 


New teaser tab 
gives extra 
color and 
flash. 


Finest, 
less and non- 


weedless 
models. 


Jounsants 
Sprite 











The finest spoon of its type avail- 
able. Casts like a bullet. No. 0, 
% oz for light spinning; No. 1, 


% oz for average spinning; 
No. 2, % oz for spinning and 
bait casting; No. 3, % oz for 
bait casting. 
Put up 6 on a card; list priced at 75c 
to 90c each. Order a stock for your 
discriminating customers. 


Louis Johnson Co. 


1545-C Deerfield Rd., Highland Park, III. 
Home of the Famous SILVER MINNOW 
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Shopping Center Store 
Stages Grand Opening 
(Continued from page 48) 


“Sales were excellent during the 
opening despite rainy weather,” 
Strosnider continued. “They picked 
up steadily in the weeks that fol- 
lowed and we have experienced 
other fine results.” 

Flexible fixtures used in all de- 
partments accommodate various 
sizes and quantities of items. Aisles 
of four and five feet are spacious 
and uncluttered by merchandise, 
and all tables well-illuminated by 
fluorescent tubing. All items are 
clearly machine-priced and coded, 
so that customers may select their 
merchandise with ease and pay at 
the checkout counter at the exit. 
Coding provides an index to mark- 
up and age of merchandise. 

An office elevated eight feet at 
the rear of the store overlooks the 
entire selling area. Strosnider’s 
White Oak Hardware shares a vast 
parking area with other stores in 
the shopping center. 

Strosnider reported that the 
schoois in the area included his 
store in a study project of the 
community by the school children. 
Groups of 30 children from the 
second to sixth grade supervised 
by teachers were brought into the 
store for a tour conducted by Stro- 
snider. 

“It proved fine promotion for us 
for we have had parents come to 
the store and report what a pleas- 
ant experience it was for their 
children. It has made many new 
friends for us,” he added. 
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"Season-Minded" Dealer 
Uses Cartoon Windows 
(Continued from page 51) 


Gammel has an excellent deliv- 
ery system that would be rather 
costly if he did not work out a 
plan to make it pay. He does this 
by delivering small orders of lum- 
ber or other building supplies to 
do-it-yourself customers. He does 
not handle lumber himself, nor 
some of the other building sup- 
plies, such as floor and wall tile. 
But he has made a good arrange- 
ment with a building supply com- 
pany, enabling him to pick up the 
order and deliver it to the custom- 
er, with a reasonable profit for 
himself. This service helps him to 
sell more paint especially. It also 
tends to stimulate volume in other 
departments. 

One of the most fascinating 





spots in the store to browsing 
women customers is the table 
showing samples of building sup- 
plies that he does not carry but 
which he obtains for customers. 
Many of the customers do not know 
that he does not stock these na- 
tionally advertised products, but 
merely picks them up and delivers 
them along with the customer’s 
purchase of paints and hardware. 

Gammel works far ahead on his 
seasonal promotions. Taking a tip 
from the department stores and the 
large mail order houses, he starts 
planning for the next season when 
the current one opens. This makes 
him one of the first to show and 
promote seasonal items. In early 
spring, long before the first sprouts 
appear, his seed window blossoms 
with its cartoon of fresh vegeta- 
bles. Before the duck season opens, 
his hunting window shows a hunt- 
er in action. 

The cartoons are planned care- 
fully, so that they frame and point 
out the items displayed behind 
them. All items are plainly visible. 
After the cartoon has attracted the 
eye, the prospect looks at the sea- 
sonal items on display. 

People passing in cars also 
notice the humorous cartoons. The 
store is located on the edge of the 
main business district, on a street 
that becomes an important high- 
way. Passing traffic can stop and 
park in this excellent location, con- 
veniently away from the congested 
area, 
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Sales Volume Tripled 
in Housewares 
(Continued from page 52) 


Mrs. Fradin stated. 

“A saleslady is a must in a 
housewares department. Young 
home-owners want to be able to 
consult a woman on canning and 
freezing; she wants advice on the 
type of curtain rods and draperies 
for a room; she is looking for a 
contrasting or matching color in 
her bathroom accessories, and only 
salesladies are qualified to answer 
the diversity of questions,” she 
added. And she herself keeps in- 
formed through household maga- 
zines, home economics government 
bulletins, newspaper columns, 
household hints, and manufactur- 
ers’ literature. 

McLean Hardware watches 
closely the housefurnishings and 
housewares departments of the big 
stores in the downtown area with 
regard to price specials and lines 
carried. McLean meets a competi- 
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tive price when a local customer 
raises the point. 

“Chains and supermarkets offer 
no competition. The home-owner 
shopping them is looking for price 
not quality. She is not looking for 
information either. Occasionally 
customers do call to our attention 
a special at a department store, 
and then we do meet their prices,” 
she commented. 

In cooperation with its dis- 
tributor, McLean Hardware mails 
out 10,000 housewares leaflets in 
September and mid-winter cffer- 
ing many items at excellent val- 
ues, quality items sold at a price 
a little above cost. A mailing cost 
of $500 has proven well worth the 
investment with volume _§sub- 
stantially increased. 

There are also specials twice a 
month to stimulate traffic and im- 
pulse buying like a $8¢ trash can 
that sells for 59¢, and specials on 
slow movers in order to make way 
for the newer, more attractive 
items. 

“We do not wait until the end 
of the year to put on a grand spe- 
cial sale at inventory time. Our 
specials twice monthly follow a re- 
view of our housewares depart- 
ment so that the items that have 
not caught on will not clutter our 
shelves. Also, seasonal changes af- 
fect the items that go into these 
specials,” she added. 

Housewares buying is done both 
locally and out of town. Christmas 
buying is done in July, fireplace 
fixtures in May. Quantity buying 
for better discounts is practiced 
though weekly fill-ins are ordered 
through local salesmen. 

While Mrs. Fradin is in the 
housewares department through- 
out the day, the four salesmen 
selling in all departments assist 
her in housewares when neces- 
sary. 

“Special training is not required 
for straight selling in housewares. 
When questions arise, salespeople 
consult me and I take over. My 
continual contact with our young 
home-makers keeps me abreast of 
current changes and preferences in 
taste,” she remarked. 





For information on 


CATALOGS & BULLETINS 


See Page 55 














more loose, sloppy blades! 
makes DeLuxe Kleencut shears t 


one and only 
RO-TENSION 


xclusive on 


DELUXE 


THE ACME SHEAR CO. 
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National Hardware Show to Feature 
Exhibit of Hardware Packaging 


PLANS FOR an extensive display 
of hardware merchandise pack- 
aging at the 1961 National Hard- 
ware Show were formulated by 
the Hardware Industry Packaging 
Committee at a meeting in New 
York City on October 11. 

The details of this Hardware 
Packaging Exposition will be 
worked out during the January 
meeting of the committee, it was 
announced by Chairman N. Allan 
Pettit. At that time committees 
will be appointed and methods for 
handling entries, setting up dis- 
plays, etc., will be developed. 

Preliminary ideas discussed at 
the October meeting by Robert C. 
Vereen, vice-chairman of _ the 
group, call for displays by product 
categories. Achievements in pack- 
aging will be recognized through 
the awarding of suitable plaques 
and certificates. 

The necessary space for the ex- 


hibit will be made available by 
the National Hardware Show. 

During the meeting Robert C. 
Vereen, managing director of 
Liberty Distributors, was elected 
vice-chairman of the committee, 
while E. L. Barringer, managing 
editor of Hardware Age, was 
named secretary. 
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Morris Is New President 
of North and Judd Co. 


NorTH AND Jupp Manufacturing 
Co., New Britain, Conn., recently 
announced that John A. Morris 
has assumed the duties of president 
of the company, succeeding F. L. 
Morrow. 

Morrow, who had served as 
company president since 1945 has 
been elected chairman of the board 








Basic household 
hardware assortment 





“STANDARD” 





with free merchandiser 


..-earns *16** profit 


blends with 3-color 
cards and yellow and 
black sign. 

Call your whole- 
saler today for your 
“STANDARD” No. 
25 Merchandiser. 
A-V4BIA 





SHELBY METAL PRODUCTS COMPANY 
SHELBY, OHIO 


Originators of carded hardware complete with screws 


oe ed 


This rotating self service merchandiser is 
yours free with each “STANDARD” No. 25 
household hardware assortment. Priced 
only $24.26, it contains 162 pieces of the 15 
fastest selling items with not more than 12 
of any product. Hardware, valued at $40.44 
retail, is packaged for immediate identifica- 
tion, easy pricing and quick inventory control. 

Put the new merchandiser in a good loca- 
tion... watch it ring up continuous impulse 
sales. .tequires only one square foot of counter 
space. 31% inches high. Satin black rack 


at 


“STANDARD” 
No. 25 Merchandiser 
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for North and Judd. 

Morris began his career with 
the company in 1945 as a sales 
trainee immediately after his dis- 
charge from military service. He 
was later resident manager of the 
Dallas office of North and Judd 
Manufacturing Co., returning to 
the home office after seven years 
in that position to head up the 
firm’s research and development 
department. 

He later was appointed sales 
manager of the style products divi- 
sion, and in 1956 was elected a 
vice-president of the company. The 
next year he also was named gen- 
eral sales manager of Wilcox- 
Crittenden division in Middletown, 
Conn., and in 1958 became execu- 
tive vice-president and a director. 
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$35,000 Volume 
in Giftwares 
(Continued from page 54) 


24 hours, and the customer is re- 
sponsible for returning them by 
the end of that time. Otherwise, 
an additional day is charged. The 
gift department keeps at least six 
punch bowls in stock strictly for 
rental; and the glasses, cups and 
plates available for rental run 
around 600 each. 

No deposit is required on these 
party materials, for Mrs. Browder 
does not rent them to anyone who 
is not known to the store or who 
is not responsible. She takes the 
name, address, and telephone num- 
ber of the person renting the sup- 
plies, and the name of the or- 
ganization if the items are for a 
club party. 

“We sell a lot of plates,” Mrs. 
Browder explains, “and we believe 
this rental service has a definite 
influence on plate business.” She 
keeps about 350 plates on order 
at all times. 

Plates in regular stock, like 
those for rent, are not the highest- 
priced available nor are they the 
lowest. “We strive for an _ in- 
between stock,” Mrs. Browder ex- 
plains. “It is our experience that 
if a woman wants really expensive 
china, she will go to a store spe- 
cializing in that sort of thing; and 
if she wants something very cheap, 
she'll go to the ten-cent store. 

“Although we try to make our 
shop appealing to the economy- 
minded woman as well as to the 
woman who wants an infrequent 
gift for a friend, we certainly 
don’t try to compete with the 
variety chain stores.” 
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RUST- PROOF. 


WELDED-FENCE 


Vinyl-clad OVER galvanized. 

Rust proof — thick, plastic coating. 2” x 25%” 
Bonded to wire — won’t peel or chip. mesh, 
Color: Lawn Green for invisibility . 14 gauge 
Family-safe, no sharp edges. 

Only fence packaged in cartons. 


Sell a TWO-Price Line — 
VINYL-CLAD and Galvanized After! 


APPROXIMATE RETAIL PRICES: 
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Vinyl-clad — 36” x 50’ 
Vinyl-clad — 48” x 50’ 
Galv. after — 36” x 50’ 
Galv. after — 48” x 50’ 
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GILBERT & BENNETT MFG. CO. 
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Packaged SIX to a Self- Selling Display Carton 
GILBERT & BENNETT MFG. CO. 


P- Sines  JE7E Georgetown, Connecticut «¢ Blue Island, Illinois 
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INFORMATION CENTER 


BOOKLETS © NEW PRODUCTS © ADVERTISEMENTS 
Help yourself to free literature 


and more details on any prod- 
ucts or sales aids mentioned in 


this issue. 


Instead of writing a dozen different manufacturers for free 
literature and more information on new products, and sales 
aids, just insert in the appropriate space provided on one of 
these postage-free cards the key numbers of the items in which 
you are interested, and drop the card in the nearest mail box. 

Use the cards also to get details on any advertisement— 
just insert the name of the company and page number in the 
space provided. 
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ae... 


These cards 


you get 
valuable 


Postage 
Will be Paid 


by 
Addressee 


BUSINESS REPLY CARD 


PIRST CLASS PERMIT NO. 582, SEC. 34.9, P. L. & R., ATLANTA, GA. 


Southern Hardware 


806 PEACHTREE ST, NE 


Postage No Postage 
Will be Paid Stamp Necessary 
by If Mailed 


i 
Addressee = 


go A 


Southern Hardware 
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The gift department occupies an 
area on the right-hand side of the 
store, beginning at the entrance. 
Stock ranges along the wall 
shelves to a point about halfway 
down the floor, where the house- 
wares section starts; and the re- 
maining floor area is taken up by 
the two rows of island displays. 

The first display unit in the first 
row as seen from the entrance is 
what Mrs. Browder considers the 
“hot spot” of the department, and 
she uses this specific display unit 
in a dual role: She utilizes it to 
move either a specialty seasonal 
item or slow-movers, and to make 
the display also a sort of magnet 
to attract women on into the de- 
partment. 

“We generally show highly at- 
tractive merchandise here,” Mrs. 
Browder explains, “but not neces- 
sarily expensive items. We try to 
show something that is so appeal- 
ing that a woman seeing it from 
outside the store is impelled to 
walk inside for a better look.” 

Milk glass, in a wide assort- 
ment, always can be counted on to 
form a profitable display in this 
spot, although Mrs. Browder is 
careful not to use it too often and 
thereby kill its effectiveness. 


A better-than-average assort- 
ment of bridge prizes is another 
magnet that brings some women 
to the department for the first 
time. Mrs. Browder constantly 
searches the market for popular- 
priced items appealing to bridge- 
club hostesses, and she is careful 
that the retail price of the average 
bridge prize does not exceed two 
dollars. 

“Most bridge clubs here have a 
maximum figure set for the cost 
of first prize, and that generally is 
two dollars,” Mrs. Browder ex- 
plains, “so we adhere to that cus- 
tom in the selection of prizes.” 

Another thing that has helped to 
build department traffic and up 
volume is Mrs. Browder’s buying 
program. Although she attends 
two gift shows annually, she does 
not do all her buying at these two 
shows by any means. 

“T want to be open for new and 
novel items which may be avail- 
able at any time during the year,” 
she explains. “By being able to buy 
anything that appeals to us at any 
time, we are able to keep new 
merchandise coming in regularly, 
and that in turn gives the depart- 
ment a fresh, new appearance 
even to the customer who comes 
in frequently. We find this highly 
important in operating a gift de- 
partment.” 


SOUTHERN HARDWARE for December, 1960 





New caster merchandiser 
sparks self-selling 
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This latest pre-fab sales-builder from Bassick is 
sure to step-up caster impulse-buying by the “do-it- 
yourselfer” and the furniture-repair buff. 

It’s Bassick’s caster merchandising display 
SSL-60—shown here with a complement of popular 
Bassick white-wheel furniture casters and rubber 
cushion glides. 

Only a smidgen of counter space is required for 
this attractive wire display stand. You can hang it 
on pegboard, too. Yet it easily and effectively dis- 
plays up to six types of fast-moving carded casters 
and glides—holds 20 to 30 cards in all, It’s light, 
easy to move about to intercept impulse-buying 
attention, and can be set-up in an instant. It’ll 
boost sales on side counters, end counters, or islands, 
and it makes an ideal supplement to a bin display 
of casters. 

SSL-60 is just one of the modern merchandising 
aids you can get from Bassick. It’s free with the 
purchase of an assortment of the fastest-selling 
Bassick casters. Ask your jobber about it today. 
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DEALER SALES AIDS 


Paint Tool Center 


The Hyde Manufacturing Co., of 
Southbridge, Mass., is introducing to 
the trade a Fix-Up, Paint-Up Tool 
Fixture with a complete assortment 
of handy, Take It Off - Put It On 
Tools. 


The Tool Center 500 is of all wood 
construction finished in Peacock Blue 
with semi-lustre aluminum trim. The 
assortment includes putty knives, 
scrapers, joint knives and other paint 
removing and paint product applica- 
tion tools. For more information— 

Write in No. Bl on card, Pg. 67 


“Brush-Go-Round" 


Sixty MagiKoter brushes in a 
counter space only 18” wide offers 
customers three complete selections 
of Exploded-Tip or Bristle Brushes 
in sizes 1”, 14%”, 2”, 3”, and 4”, ac- 
cording to The Wooster Brush Co., 
Wooster, Ohio. 

Wooster’s “Brush-Go-Round” re- 
volves for customer convenience in 
brush selection. Slanted hanger rods 
feed brushes to front for customer 
inspection. 

A colorful flip-top package affords 


70 


maximum protection to each brush 
and shows brush size. Price spots 
help customer make his own selec- 
tion. Complete care and use instruc- 
tions are printed on reverse side of 
package. 

The merchandiser is furnished at 
no added cost with the purchase of 
the regular merchandiser assortment. 
For more information— 

Write in No. B2 on card, Pg. 67 


Garden Tool Rack 


A garden tool merchandiser, G18D, 
containing both the regular Stanley 
tools and the new popular priced 
“Stanley-Handyman” tools, is now 
available from Stanley Tools, di- 
vision of The Stanley Works, 111 


For more information on these sales 


aids use the free post card on page 67 


Elm St., New Britain, Conn. The 
compact wire rack display for garden 
trimming tools includes pruners, 
grass shears, shrub and lopping 
shears. It stands on a counter or 
can be attached to a wall; measures 
28” wide, 14%” deep, with tools in 
position, and stands 14%” high. 
Merchandiser is furnished free 
with the following Stanley tools: two 
PA 10 pruners, three PA 12 pruners, 
one PS20 pruner, one LS 40 lopping 
shear, two GS 30 grass shears, two 
GS 31 grass shears, one HS 50 shrub 
shear; and the following “Stanley- 
Handyman” tools: two LS 42 lopping 
shears, two GS 39 grass shears and 
two HS 53 shrub shears. Packed in 
reship carton; weight, 21% Ibs.; 
$59.25, retail. For more information— 
Write in No. B3 on card, Pg. 67 


Builders Hardware Unit 


One of the new multi-use turn- 
table display racks for the Towne 
“Hardware of Elegance” line of 


decorative ceramic doorknobs, draw- 
er and cabinet pulls, keyhole plates, 
switch plates, and related items, is 
shown in the accompanying photo- 
graph. 
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The merchandisers, which were in- 
troduced recently by the Towne 
Hardware Division, The Yale & 
Towne Manufacturing Co., 144 East 
44th St.. New York 17, are so con- 
structed that the separate panels of 
which they are made may be dis- 
played independently on counters, by 
means of an easel back, or wall 
hung. Of wood construction and lac- 
quered, the two turntable merchan- 
disers are made up of eight board 
mounts, four to a side. Overall size 
is 28” high x 10%” wide. 

The eight board mounts are avail- 
able without the turntable, singly or 
in any combination, plus a ninth 
board drilled to mount any part of 
the line the purchaser orders. Each 
of these board mounts is free with 
the purchase of the hardware mount- 
ed on it. For more information— 

Write in No. B4 on card, Pg. 67 





PRINTED HELPS 
and other sales aids 





Chas. O. Larson Co., P. O. Box 358, 
Sterling, Ill., offers five assortments 
with colorful display plates which 
have a 3-way display. They may be 
displayed on the counter with the 
installed free standing legs, hung on 
4%” or ¥” perforated board, or af- 
fixed permanently to wall or coun- 


ter with screws furnished. These as- 
sortments contain Turnbuckles, ma- 
chine threaded Eye Bolts, Lag Screw 
Threaded Eye Bolts, “S” Hooks, and 
“UY” bolts. For more information— 
Write in No. B5 on card, Pg. 67 


Wickwire Brothers, Inc., Cortland, 
N. Y., offers for dealer use a mer- 
chandising kit containing colorful 
posters and folders promoting the 
company’s line of wire products. Ex- 
tra posters for windows and folders 
for counter give-aways and envelope 
stuffers are available in addition to 
ad mats of company products. For 
more information— 

Write in No. B6 on card, Pg. 67 


Fuller Tool Co., Inc., 3522 Web- 
ster Ave., New York 67, N. Y., offers 
a complete self-service “screwdriver 
department” in the form of hang-up 
rack at no cost to dealers. Fuller 
screwdrivers, individually carded and 
priced, may be hung from the rack 
for customer convenience. For more 
information— 

Write in No. B7 on card, Pg. 67 


Parker Sweeper Co., Springfield, 
Ohio, offers dealers and distributors 
free of charge a wide range of pro- 
motional material including catalog 
sheets, envelope stuffers and window 
banners. Also free newspaper mats 
and radio script and TV films are 
available for use under Parker’s 50- 
50 cooperative advertising plan. For 
more information— 

Write in No. B8 on card, Pg. 67 


Builders Hardware "Showcase on Wheels" 


Lock-O-Rama, a brand new merchandising idea from the Lockwood Hardware 
Manufacturing Co., Fitchburg, Mass., can either build traffic or be a part of it. 
How? It's a truck — a Volkswagen van outside and a compact yet complete 
builders hardware display inside. This “Showcase on Wheels" meets the contractor 
at the job site, and each visit starts off with a cup of coffee drawn from an urn 
inside the van. Mounted along the walls and doors is a cross-section of the 
Lockwood line: lock and latch sets, night latches, storm and screen door closers, 
padiocks, etc. Highlighting the sales pitch is a demonstration of the Speedril 
lockset installation tool. Lock-O-Rama trucks from the Lockwood display fleet are 
now available to Lockwood customers for use anywhere in the country. For more 


information— 


Write in No. BS on card, Pg. 67 
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Permits nail pulling in 
hard-to-reach corners 
and near baseboards. 
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With the Klein-Logan 

double claw bar, the 

end many times cannot “chisel” end can be 

get close enough to pull used to pry nail up 

nails. enough to pull with 30° 
end. 


With conventional 
chisel end bar, the claw 


An improved standard wrecking bar 
with claws at both ends! This new 
Klein-Logan Company exclusive im- 
provement gives you all the prying 
advantages of a chisel end—PLUS 
the use of another claw. It can also 
be used in place of specially de- 
signed wrecking bars which usually 
sell at twice the price. 
Manufactured in the following sizes 


“%xils® %xW %x24 %x% 
*This size added by popular demand. 


The 


Klein-Logan Co. 


Manutacturers of 
PICKS + MATTOCKS + HOES + BARS 
HAMMERS + SLEDGES + WEDGES 
MINING and RAILROAD TRACK TOOLS 





For more information use Handy Return Card, Page 67 








O. F. Mossberg & Sons, Inc., P. O. 
Box 1302, New Haven Conn., makes 
available to dealers consumer stuffers 
for enclosure with mailings or 
counter use; a consumer stuffer on 
Mossberg’s 4X scopes and its latest 
adjustable power scope; and a Retail 
Sales Manual for the dealer and his 
sales staff. In addition, the company 
offers free electrotype advertising 
mats. For more information— 

Write in No. B10 on card, Pg. 67 


Turner Corp., 821 Park Ave., Syc- 
amore, Ill., outlines its promotional 
helps to dealers in a brochure en- 
titled “7 Ways to Increase Your 
Torch Profits.” In addition to making 
available floor or wall display units 
and envelope stuffers, the company 
suggests that the dealer feature spe- 
cials, that he buy during promotional 
specials, and that he work up a 
propane tank exchange program. 
Turner also will pay a 50% news- 
paper advertising allowance up to 
$25 per month, and urges dealers to 
cash in on the company’s national 
advertising program. For more in- 
formation— 

Write in No. Bll on card, Pg. 67 


The Wood Shovel and Tool Co., 
Piqua, Ohio, offers to dealers a bro- 
chure and a proof sheet on advertis- 
ing mats which are available free 
of charge. A self-mailer on the com- 
pany’s Jet-Lite line of shovels, spades 


and scoops can be used by the whole- 
saler and the dealer alike and is 
available in any quantity upon re- 
quest. A floor type shovel rack which 
provides a great degree of flexibility 
inasmuch as it can be moved from 
one part of the store to another and 
which displays six or more shovels, 
spades and scoops is made available 
at a small extra cost. Also at raodest 
cost, the company offers three mer- 
chandiser and display rack deals for 
shovel and steel goods. For more 
information— 
Write in No. B12 on card, Pg. 67 


The Acme Shear Co., Advertising 
Dept., 100 Hicks St., Bridgeport, 
Conn., is offering free to dealers 
mats for their local newspaper ad- 
vertising on Kleencut Scissors and 
Shears. A four-page folder showing 
the 28 mats with a postage paid re- 
turn order card is available upon re- 
quest. For more information— 

Write in No. B13 on card, Pg. 67 


©. Ames Co., Parkersburg, W. Va., 
is offering a wide variety of ad mats 
on its full line of garden tools. Avail- 
able in one column size, the mats 
provide generous space for imprint 
and price. A proof sheet showing 
available mats is available upon re- 
quest. For more information— 

Write in No. B14 on card, Pg. 67 


Henry L. Hanson Co., Worcester, 


Mass., has available a Self - Seller 
Drill Display which requires 14 
inches of space. A clear cover high- 
lights the high speed drills which are 
held in support holes that serve as 
a drill gauge. The size and price are 
marked and quantities are varied ac- 
cording to demand. The cabinet has a 
storage rack for extra stock. An in- 
formation chart is also available. The 
Hanson Self-Seller Display Cabinet 
for taps and dies contains initial as- 
sortment of taps, dies, screw extrac- 
tors, die stocks and tap wrenches, 
including all popular sizes, and is 
graduated according to normal cus- 
tomer demands. The cabinet requires 
counter space 18 inches x 13 inches 
and has space in the back for extra 
stock. For more information— 
Write in No. B15 on card, Pg. 67 


S. G. Taylor Chain Co., Inc., Ham- 
mond, Ind., and Pittsburgh, Pa., of- 
fers dealers a chain display stand 
with long-leverage chain cutter. 
When holding its maximum seven 
reels it serves as a chain department 
in itself, occupying less than two 
square feet of floor space. For more 
information— 

Write in No. B16 on card, Pg. 67 


Southern Screw Co., Statesville, N. 
C., offers the Wood Screw Actual 
Size Chart which is designed espe- 
cially for the hardware dealer with 
a customer who wants a wood screw 





ALL-AMERICAN 


Ist RROFIT STEP: 


COMBINATION HANDBOOK OFFER BOTH $3.50 


BONUS PROFIT 
; STEP 


See us at the NSGA Show in Chicago. 
Room 806 at the Palmer House. 


For more information use Handy Return Card, Page 67 
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“just about this size.” The chart il- 
lustrates the actual size of wood 
Screws in lengths from 3/16” to 6” 
and #0 to #24 diameters. Also il- 
lustrated are driver types and head 
styles with materials and finishes 
listed. The chart is printed on glossy 
stock. Dealers may obtain the chart 
without charge from their distributor 
—available through this source only. 
For more information— 
Write in No. B17 on card, Pg. 67 


The Edwin H. Fitler Co., Philadel- 
phia 24, Pa., offers the following sales 
aids: (1) Octagonal Display and Dis- 
penser Boxes for 3/16” dia. up to and 
including 3/4” dia. sizes both Manila 
and sisal rope, (2) Fitler measured 
rope marked at intervals of 5’. Avail- 
able on request in Fitler Octags only 
in sizes 1/4”, 5/16”, 3/8”, and 1/2” 
diameters. (3) A wire rack requiring 
20” x 30” floor space for displaying 
and dispensing three sizes of rope—a 
small charge made for this rack when 
ordered with 300 lbs. or more of rope. 
(4) “Take-Along” coils of Fitler Ma- 
nila rope, 50’ and 100’ individual coils 
wrapped in polyethylene for self- 
service selling from Dispenser Rack. 
The rack, on rollers, is furnished 
free when a complete group is or- 
dered. Delivered in 300 Ib. lots (order 
may be combined with other Manila 
rope). (5) The No. 57 Rope Merchan- 
diser, 54%” x 44%” x 23%”, will 
hold six full Octags or six full reels 


of rope or a combination of both. 
Rope feeds through guides to a 
measuring device and cutter. To all 
dealers handling Fitler brand Manila 
rope, Fitler will furnish, on request, 
metal signs for counter or wall use. 
For more information— 
Write in No. B18 on card, Pg. 67 


Independent Nail & Packing Co.. 
Bridgewater, Mass., has display 
boards available on each of the fol- 
lowing: Stronghold line of nails, 
Drive-Rite aluminum nails, non fer- 
rous nails, conduit staples, and the 
Farm Family board. For more infor- 
mation— 

Write in No. B19 on card, Pg. 67 


Nixdorff-Krein Manufacturing Co.., 
916 Howard St., St. Louis 6, Mo., has 
available the Merchaindiser Display 
Rack which holds eight of the com- 
pany’s fastest selling types and sizes 
of chain with a built-in chain cutter. 
The reels have square holes to pre- 
vent chain from running out on the 
floor. The display has a spare rack 
for extra stock and has a tubular 
steel frame with no sharp edges. For 
more information— 

Write in No. B20 on card, Pg. 67 


Crescent Tool Co., Jamestown, N. 
Y., has available displays for all the 
better selling items in its complete 
line of wrenches, pliers, screwdriv- 
ers, hacksaws, tinner’s snips, special 





lineman’s tools, etc. The displays, 23 
in all, can be mounted in units of 
one, two, four, six, 12 and 16 panels. 
Various fixtures are offered by the 
company at a small cost. No charge is 
made for the display panels, they 
are billed at the cost of the tools on 
them. Stands to mount four, six, 12 
and 16 panels are available at low 
cost. Crescent recently added a series 
of 18 fixtures for mounting on Peg- 
board. Each fixture comes with a 
small assortment of tools at the cost 
of tools only. For more information— 
Write in No. B21 on card, Pg. 67 


Campbell Chain Co., York, Pa., of- 
fers the foNowing display units: The 
compact Chain Reel Display Unit, re- 
designed to load from front, incor- 
porates handy chain end holders and 
new cutter. Requires less than two 
square feet of floor space. It has a 
blue and yellow baked finish and five 
accessory bins at top, is 5334” high, 
20%” inside, 21%” deep. The Proof 
Coil Chain Merchandiser which re- 
quires only one square foot of count- 
er or floor space; shipped pre-as- 
sembled. Unit is 24” high when used 
for counter display; stands 39” high 
when used as a floor unit. Blue 
Temper Proof Coil Chain Assortment 
consists of 3/16” and 1/4” chain in 
10°, 15’, and 20’ lengths; 5/16” chain 
in 10’ and 15’ lengths. For more in- 
formation— 

Write in No. B22 on card, Pg. 67 
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Hanson Scale Co., 1777 Shermer 
Rd., Northbrook, Ill., offers a versa- 
tile point of purchase display stand 
for its line of personal scales. The 
stand, No. D-108, is in the form of a 
wire bracket and can be used as a 
counter or window display, or hung 
on peg board, it is 16” high by 11” 
wide. For more information— 

Write in No. B23 on card, Pg. 67 


Amerock Corp., Rockford, Ill., of- 
fers colored envelope stuffers illus- 
trating the full line of cabinet hard- 
ware for consumers. The folder in- 
cludes the full line of pulls, knobs, 
hinges, catches, and window sash 
locks and lifts. Space is provided for 
imprinting. A variety of free ad-mats 
are also available to interested deal- 
ers. For more information— 

Write in No. B24 on card, Pg. 67 


The Eclipse Lawn Mower Co., 
Prophetstown, Ill., announces that 
a direct mail broadside on Eclipse 
Wasp chain saws is being mailed free 
in quantities up to 500 for dealers or- 
dering two or more saws. The color- 
ful broadside opens up to 34” x 23”. 
Dealers wishing to use more than the 
500 free maximum may order addi- 
tional copies “in-the-mail” at a cost 
of three cents each. For more infor- 
mation— 

Write in No. B25 on card, Pg. 67 


The Yale & Towne Manufacturing 


Co.. White Plains, N. Y., provides 
carded hardware as a dealer help in 
boosting sales. Yale also advocates 
the use of mounted samples on dis- 
play boards as a permanent mer- 
chandising idea. Package merchan- 
disers are offered by the company for 
location in strategic positions. All 
merchandisers are in bright colors. 
For more information— 
Write in No. B26 on card, Pg. 67 


Upson Brothers, Inc., 65 Broad St., 
Rochester 14, N. Y., offers a peg- 
board display with crystal clear plas- 
tic shelf free with its UP-39 Dis- 
play Assortment of Upson Standard 
Screwdrivers. The display may be 
used on wall, counter, or shelf; re- 
quires 11 inches of space; price and 
type number are printed for each 
item. Holds 39 drivers, nine sizes of 
fastest moving numbers, and two 
types (31 slotted head, eight cross- 
point). Packed one to a carton. For 
more information— 

Write in No. B27 on card, Pg. 67 


Tennessee Coal & Iron Division, 
United States Steel Corp., Fairfield, 
Ala., offers dealers promotion items 
which include folders, leaflets, and 
the Farmers and Ranchers Handbook. 
Color folders feature such items as 
the Griptite Staple and Ranger 
Barbed Wire. Also available to deal- 
ers is a library of films designed for 





Now, your profit line of quality garden tools can be Ames 
all the way! And, remember, with Ames, orders are 
shipped from one plant, all at one time. 


Garden Tools + Shovels * Casual Furniture * Metal Housewares 


O. AMES CO. PARKERSBURG, WEST VIRGINIA 
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showing to farmer, civic, social and 
educational groups. Films may be 
borrowed without charge, with a 
film catalog supplied on request. For 
more information— 

Write in No. B28 on card, Pg. 67 


Weber Tackle Co., Stevens Point, 
Wis., offers a wide variety of per- 
manent metal displays in addition to 
many sturdy display panels of heavy 
eardboard. All are furnished free 
with standard assortments of tackle 
items and a number of them may be 
purchased empty at a nominal cost. 
The Perma-Pak Crawler rack dis- 
plays nine dozen 6” crawlers in as- 
sorted colors, three crawlers in each 
of the 36 aluminum trays with plas- 
tic sleeves (Assortment No. LC9). The 
No. RRM “Squirrel Cage” revolving 
rack has a screen of %4” wire mesh 
on five sides; capacity one to three 
gross of spoons, spinning lures, etc. 
Stren level leader packs and knot- 
less tapered leaders are displayed in 
a six-dozen metal unit available 
through Weber, one of the 10 au- 
thorized Stren agents. Metal displays 
for flies, loose hooks, treble hooks, 
snelled hooks and many other tackle 
items continue to be available. For 
more information— 

Write in No. B29 on card, Pg. 67 


Republic Steel Corp., 1441 Repub- 
lic Bldg., Cleveland 1, Ohio, offers 
the Blue Ridge Roofing 15-piece kit 
for dealers which contains dealer in- 
formation and sales guide folder, 
newspaper ad mat sheets, publicity 
release, catalog sheets, radio spots, 
and full-size samples of window ban- 
ner, hanger or counter card, and con- 
sumer folders for Blue Ridge and 
other Republic form products. If 
dealer wants ad mats, or sales ma- 
terial in bulk, the kit includes a 
postage-paid order card. For more 
information— 

Write in No. B30 on card, Pg. 67 


Columbian Rope Co., Auburn, N. 
Y., has available for dealers several 
rope merchandisers, available through 
wholesalers. Merchandiser No. 57 
holds six full reels, or six full car- 
tons of rope, two of which may be 
the 100# size; will hold either car- 
tons of reels or any combination of 
both; rope is fed through guides to 
a measuring device and cutter. The 
“Pick-Me-Up” holds individually 
wrapped 50’ and 100’ coils of “4”, 
3%”, and %” dia. Manila Rope; free 
with initial order of approximately 
100 lbs. of rope which stocks it; all 
metal and mounted on casters; di- 
mensions, 22” x 22” x 4542”. Made of 
heavy gauge wire and designed to 
display rope in cartons (Colpacks), 
the Colpack Rope Rack holds one 
Colpack 25, two Colpack 50’s and 
Water-Ski ropes, rope in small coils, 
or twine items on the top shelf. Or 
if desired, the small rack holding 
three 9” reels of Nylon or Polyethyl- 
ene Rope may be displayed on this 
shelf; requires only 20” x 30” floor 





space. Columbian has a small! display 
rack which holds three 9” reels of 
“Stabilized” Filament Nylon Rope 
4”, 34”, 1%” diameters; or High Ten- 
acity Polyethylene Rope, “4” and 
%%” diameters. Delivered free with 
three-reel order for either rope. For 
shelf or counter display and for use 
with Pick-Me-Up or Colpack Rope 
Rack. Also available is a standard 
assortment of window display mate- 
rial including ship cutouts, samples 
of Manila and sisal fibre, folders 
and pamphlets, and a colorful dealer 
sign. Various counter display car- 
tons of jute twine, Mason’s line, and 
Christmas twine are also available. 
For more information— 
Write in No. B31 on card, Pg. 67 


The Irwin Auger Bit Co., Wilming- 
ton, Ohio, offers to dealers free 
metal display merchandisers with the 
following assortments. No. M-62T 
contains metal wali merchandiser and 
13 bit assortments of the Irwin 
Sellopaked 62T Bits, one of each size 
4/16” through 16/16”. No. M-88 con- 
tains metal wall merchandiser and 
20 bit assortment of the Irwin Sello- 
paked Speedbor “88” Wood Bits for 
electric drill, two each of even sizes 
and one each of odd sizes 1/4” to 1”. 
No. 430 contains metal wall merchan- 
diser with assortment of 30 amber 
plastic handle screwdrivers in the 
five most popular sizes. All displays 
have colorful baked enamel finish 
and fit in a minimum of space. A 
booklet on the selection, use and care 
of bits, and a variety of envelope 
stuffers are also available. For more 
information— 

Write in No. B32 on card, Pg. 67 


The Reichert Float & Manufactur- 
ing Co., 2250 Smead Ave., Toledo 6, 
Ohio, offers envelope stuffers, pack- 
age inserts, and newspaper ad mats 
to assist dealers in promoting its line 
of rubber tank balls and guaranteed 
leak-proof copper and plastic floats. 
For more information— 

Write in No. B33 on card, Pg. 67 


Aladdin Laboratories, Inc., 620 So. 
8th St., Minneapolis, Minn., encloses 
a dealer merchandising kit in each 
box of six JON-E’ Hand Warmers. 
Included is a cardboard counter dis- 
play, a window streamer and a deal- 
er’s veturn order post card for addi- 
tional material. Four-color, self-ad- 
hering clear acetate, 10” x 24” win- 
dow posters for glass doors, display 
windows and display cases are now 
available. For more information— 

Write in No. B34 on card, Pg. 67 


Rubbermaid, Inc., Wooster, Ohio, 
offers the following merchandising 
units. Display #0816; a dispensing 
unit for Shelf-Kushion, which comes 
in 45 rolls; free with purchase of a 
merchandise assortment of four rolls 
each of #1653 wall cabinet Shelf- 
Kushion and four rolls of #1644 base 
cabinet Shelf-Kushion. #0888 Bath 
Display: solid frame of square metal 
tubing finished in neutral blue enam- 
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How to keep ’em happy 2% 


Q 


Stock working 
barnyard hardware 
by Anchor Brand 


Men who handle livestock know how 
important it is to have working barn- 
yard hardware. They want curry 
combs that do their jobs well, keep 
animals in good shape. They need 
items like cattle leaders that are 
sturdy, long-wearing, calf weaners that 
fit securely, comfortably. 

All this — and more — is what you 
give them when you sell them Anchor 


No. 15 Cu 
steel or so +e e- | 
enameled wood — ® cir- 
cular pattern, reversible. 


\ 


Neo. by Cattle 
3” x 5%", 
cast malleable iron 


New Britain 


NORTH 


Manufacturing Company 





No. 100 Curry Comb, with knocker 
bar, steel ome, steel handle, six bors, 
Also Shh. fh. shah e bk ber, 
No. 95, steel comb and Nendle, six 
bers, open back. 





Brand. Anchor Brand barnyard hard- 
ware keeps ‘em happy down on the 
farm because it is ruggedly constructed 
of highest quality metals with corro- 
sion-resistant finishes. Anchor Brand 
products are built for reliable per- 
formance and long service. 


Check with your wholesaler for 
your stock of popular, profitable 
Anchor Brand barnyard hardware. 


Calf Weaners 

cast malleable iron, stand- 
ord pattern; pote will not 
injure animal. 


No. 1 

Small, for calf 

No. 2 

Medium, for Yearling 


No. 3 
Large, for Cow 


Ne. 591° Sastio 
Leader 


8" overall i. cast 
malleable iron 


JUDD 


Connecticut 





New York * Boston * Philadelphia * Atlanta * Jackson (Miss.) * West Palm Beach (Fia.) * Rochester (N. Y.) * Pittsburgh 
Detroit * Chicago * Minneapolis * St. Lovis * Dallas * Los Angeles * San Francisco * Seattle « * Montreal * London 


For more information use Handy Return Card, Page 67 75 








Only "A Penny a Patch" 
. . . is all it costs to use 


Tehr-Greeze 
Fabric Cement 


For the instant repair of overalls, gloves, 
canvases, tents, awnings, tarpaulins, bags, 
leather goods and any 

material it can pene- 

trate. Inexpensive, per- 

manent. 

Easy to apply - no mess, 

no waste, waterproof. 

Thousands of uses. 

Sold by leading jobbers 

and dealers everywhere. 

Comes in 2 o2., 6 o2., 

and 16 oz. plastic 

bottles. Also packed 

from 32 or. 


GE BOT- 
TLE, PRICES AND LIT- 
ERATURE. 
Comes im attractive 3- 


color counter display car- 
fom. (12 #0 « package) 


VAL-A COMPANY 


700 W. Root St., Chicago 9, Iilinois 
YA 7-9442 














FOOT 
VALVES; 


EIGHT SIZES... 
many leading pump 
monufacturers use Strataflo 
os original equipment. 


Strataflo Foot and Check Valves 
end leakage troubles, save wear and 
tear en pumps and save their cost 
in service calls. They are ideal for 
jet-type pumps. Write for Bulletin 
203 and prices today. 

Order from your jobber. 


STRATAFLO PRODUCTS, INC. 


For more information use Handy Return Card, Page 67 





el; composition board shelves and 
backing in oatmeal finish, harmoniz- 
ing blue; available at $12.50 net, 
shipped prepaid. #0877 Plastics Dis- 
play: displays odd-shaped products; 
available at $20 net; shipped prepaid. 
#0837 Door Mat Wheeler: portable 
merchandising fixture sells complete 
door mat line; available through 
wholesaler only, not drop shipped; 
cost is $6.98 with one #1411 door 
mat (Value $6.98) free. For more in- 
formation— 
Write in No. B35 on card, Pg. 67 


Carolina Washboard Co., Raleigh, 
N. C., offers a plastic display which 
contains: 11 doz. Carolina Floats, as- 
sorted 1 doz. #3 Floats and 2 doz. 
of each of the other five sizes. Price: 
$13.30. For more information— 

Write in No. B36 on card, Pg. 67 


Molly Corp., Reading, Pa., has 
available for dealers: metal mer- 
chandiser #612 containing 600 screw 
anchors and 12 utility plugs; card- 
board counter display #200 contain- 
ing 200 screw anchors; cardboard 
display #225 containing 225 jack 
nuts; screw anchors, jack nuts, and 
picture hooks on individual cards for 
self-service use or Pegboard display; 
2-color leaflets on screw anchors, 
jack nuts, utility plugs, hi-speed in- 
Sstallers; 3-color, 21” x 9” window 
streamer featuring screw anchors: 
and newspaper mats. For more in- 
formation— 

Write in No. B37 on card, Pg. 67 


Moto-Mower, Inc., Richmond, Ind., 
offers its dealers a complete mer- 
chandising package. Included are 
window display materials, store ban- 
ners and streamers, point-of-sale ma- 
terials, and colorful handle cards. In 
addition, a strong local advertising 
program including 50-50 cooperative 
advertising is offered. For more in- 
formation— 

Write in No. B38 on card, Pg. 67 


Columbus Plastic Products, Inc., 
Columbus, Ohio, offers a series of ad 
material to merchandise its Lustro- 
Ware plastic housewares. Ads are il- 
lustrated, same size, on a 12-page 
newsprint folder. The mat service 
folder includes over 75 ads ranging 
from small one-column drop-in spots 
one and two inches deep to larger 
2-, 3-, 4- and 5-column display ads. 
Individual reproductions of over 200 
items in the Lustro-Ware line are 
supplied also in mat or reproductive 
proof form for special promotional 
use. All materials, mats of ads, etc., 
along with point-of-purchase display 
material, are supplied free. For more 
information— 

Write in No. B39 on card, Pg. 67 


Moore Push-Pin Co., 113-25 Berk- 
ley St., Philadelphia 44, Pa., offers a 
counter display stand, the Moore 
720B, which holds 72 “serve-your- 
self” window packets of Moore pic- 
ture hangers. All metal, the revolv- 
ing display is 10%” high with a 9” 


diameter base. For more informa- 
tion— 
Write in No. B40 on card, Pg. 67 


Champion DeArment Tool Co., 
Meadville, Pa., offers dealers a wide 
range of sales aids including imprint 
book matches, display boards and 
display tool rolls, newspaper mats, 
counter signs, decals, envelope stuf- 
fers, and counter coats for sales per- 
sonnel. Display boards offered in- 
clude #31 which is designed as a 
permanent display. The 31 different 
pliers are fastened on the board 
which is 34” plywood, measuring 24” 
x 30”. Display boards #69, #96, 
and#93, of the same size, are dis- 
pensing boards containing selected 
assortments of the complete line of 
pliers. A new program includes peg 
board displays available in 12” x 24” 
and 24” x 24” panels both dispensing 
and permanent type of displays 
which can be made up in 48 differ- 
ent assortments or in special assort- 
ments according to the distributor’s 
wishes. These panels can be hung up, 
can be easeled, can be arranged in a 
back to back display (two panels) or 
in the case of the 12” x 24” panels 
they are also available in three-sided 
and four-sided rotators. No charge is 
made for the boards when merchan- 
dise is purchased, boards remaining 
company property. Small 4%” pliers 
available in five different patterns 
are merchandised on 3-color display 
board and are also available in a 
velvet lined fitted case. Advertised 
as Channellocks “Little Champ” pli- 
ers. A colorful display featuring four 
Electronics Pliers is also offered free. 
For more information— 

Write in No. B41 on card, Pg. 67 


Stanley Hardware, division of The 
Stanley Works of New Britain, Conn., 
has developed a Hardware Center for 
the retailer which offers basic stock 
selection, positive inventory control, 
and organized visual display. A total 
of 174 fast-selling items were selected 
and mass merchandised in 22 product 
related groups. The basic selection 
is compatible with the NRHA Turn- 
over Handbook. All items are visu- 
ally packaged. Wire display racks 
organize the products into related 
groups. Group header signs identify 
each product group. Inventory con- 
trol cards are supplied for visual 
stock control. A merchandising man- 
ual, installation instructions, and 
complete promotion kit are supplied 
with the sale of any 11 groups. For 
more information— 

Write in No. B42 on card, Pg. 67 


Lamson & Sessions Co., 5000 Tie- 
deman Rd., Cleveland 9, Ohio, makes 
available to dealers a colorful flexi- 
ble bolt display, the stand of which 
is 54” high, 24” wide, and 24” deep. 
Display trays are 14” deep, 23” wide, 
and 9” high, and provide an eye- 
catching setting for the company’s 
“Brite-Plated” bolts, nuts, and screws. 
For more information— 

Write in No. B43 on card, Pg. 67 
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63rd Annual 
HARDWARE AND IMPLEMENT TRADE SHOW 


THE SHAMROCK HILTON 


Houston, Texas ® January 22-23, 1961 
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Rey M. Souder - Telephone - 1108 Gibralter 
Executive Director Riverside 8-3349 Datias i 
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 MARSHALLTOWN- 
TROWELS 


AK 


DEALERS CUSTOMERS 
PROFIT Z.. ARE SATISFIED 





WITH Exclusive water-proofing and uni- 


form thickness prevents leakage 
and waste. Here is quality that 
keeps your customers coming back 
for more. Special attention to odd 


size cup orders. Advertised 

“The mechanic’s friend oo 
- +» works-in-seconds” Make Extra Profits from 

KAYO, TIP-TOP and ADAMS 


YOUR JOBBER HAS IT! Steel Hand Tools, Cold Chisels, Punches, ete. 
RADIATOR SPECIALTY CO, | GRY. Si a 


CHARLOTTE, N.C 
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NEW PRODUCTS 


Terra Handle 


In announcing its versatile new 
Terra Handle, Moto-Mower, Inc., 625 
South G St., Richmond, Ind., states 
that it weighs only 40 pounds and is 
easily transferred from an edger- 
trimmer tool to a 21” walking rotary 


mower attachment. Snap clamps 
fasten the Terra Handle tu 2uy of its 
attachments in seconds. 

In addition to the equipment 
shown, available attachments in- 
clude a_ transmission-propelled ro- 
tary mower, a tiller, a tiller-culti- 
vator, a cultivator, a lawn vacuum 
and a tractor that mounts both a 
plow and a sickle-bar mower. For 
more information— 

Write in No. 378 on card, Pg. 67 


Sprinkler - Irrigator 


The Waterspike, a two-way sprin- 
kler irrigator, is offered in a new dis- 
play package by Proen Products Co., 
Berkeley, Calif. 

The package shows graphically 
how the Waterspike sprinkles above 
the ground in exact square patterns 
from 2’ x 2’ to 35’ x 35’. It also shows 


78 


how, by inserting in the ground, it 
irrigates directly at the root level. 
The Waterspike is desirable also 
for irregular ground where other 
sprinklers cannot reach. It retails for 
$4.98 each. For more information— 
Write in No. 379 on card, Pg. 67 


Concrete Finishing Tool 


Goldblatt Tool Co., 1910 Walnut 
St., Kansas City 8, Mo., is offering 
the Rollerbug('™), a finishing tool 
which tamps and levels a concrete 
slab in one operation. 


For more information on these new products 


use the return free post card on page 67 


The tool has a 12’ magnesium 
handle and two 5” diameter, specially 
designed rollers. Extension handles 
may be attached. 

The Rollerbug('™) is made of 
magnesium and aluminum with only 
the bronze bearings and steel pat- 
terned roller surface made of other 
metals. For more information— 

Write in No. 380 on card, Pg. 67 


Gilson Tiller 


The Model “400” super deluxe 
rotary tiller is one of four new models 
introduced by Gilson Brothers Co., 
Plymouth, Wisc., as Golden Jubilee 
specials in celebration of its 50th 
anniversary. 


The “400” is powered by a 3% hp 
4-cycle engine, and has vertical 
styling, swivel wheels, and 16 self- 
sharpening tines which are guaran- 
teed unbreakable. 

Optional attachments include: a 
set of extension tines which in- 
creases the tilling width from 26 
to 40 inches; a saw-tooth rotary lawn 
edger; and a furrow opener. For 
more information— 


Write in No. 381 on card, Pg. 67 
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Gift-Boxed Lures 


Packaged in a plastic box, a gift 
selection of fishing lures and tackle 
accessories is being marketed for the 
holiday trade by the Fred Arbogast 
Co., Inc., Akron, Ohio. 


The gift box, known as the “Com- 
plete Angler,” will retail for $6.00. It 
contains three lures: the Jitterbug, 
the Hula Popper, and the Arbo- 
Gaster. 

Also included in the kit are a spool 
of Fred Arbogast Line, a stringer, 
and some snap swivels. 

Both bait casting and spin casting 
kits are available. For more infor- 
mation— 

Write in No. 382 on card, Pg. 67 


Power Too! Brushes 


A basic line of six items comprise 
the new Trustworthy power tool wire 
brush line offered by Liberty Dis- 
tributors, 4300 N. 5th St., Philadel- 
phia 40, Pa. 

The brushes, both wheel and cup 
type, are packed in two-color visual 
packaging, which incorporates a re- 
movable “Slip-over” plastic sleeve. 

A brush display containing only 16 
items—two and three each of the six 





basic items—makes up the introduc- 
tory assortment. The display is free 
with the purchase of the 16 brushes 
under the Trustworthy labei. 
Packaging is in blue and yellow on 
white. For more information— 
Write in No. 383 on card, Pg. 67 


Turret Lawn Sprinkler 


A Turret Lawn Sprinkler with four 
different positions is introduced by 
Melnor Industries, Inc., of Moonachie, 
N. J. By turning the turret, the spray 
selector clicks into place for four 
spray patterns: strips 5’ x 50’ and 10’ 


x 50’, rectangular areas up to 20’ x 
40’ and square areas up to 30’ x 30’. 

The sprinkler measures 13-1/8” x 
7-3%%”" x 2-%4”. Twelve sprinklers, 
individually boxed, are packed in a 
master carton which weighs 23 lbs. 

Suggested list price is $3.95. For 
more information— 

Write in No. 384 on card, Pg. 67 


Receptacle and Cap 


Designed to provide full compliance 
with code revisions, a heavy duty 20 
amp U-ground duplex receptacle and 


a heavy duty 20 amp ground armored 
cap are introduced by Eagle Electric 
Manufacturing Co., Inc., 23-10 
Bridge Plaza South, Long Island City 
1, N. Y. 

Rated at 20A-125V, both devices 
provide safety grounding to indus- 
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trial, commercial, and home installa- 
tions. 

The receptacle, Cat. No. 877, also 
will accommodate regular two wire 
caps and grounded three wire caps 
—comprising one outlet for all. 

The No. 809 cap, with cord clamps, 
has parallel, tandem and U-ground 
prongs. For more information— 

Write in No. 385 on card, Pg. 67 


Shingling Hatchet 


Estwing Manufacturing Co., Rock- 
ford 4, Ill., describes its Supreme 
Shingling Hatchet as having all the 
features of popular shingling hatchets 
now on the market, plus forged one- 


piece solid steel construction and ex- 
clusive Nylon-Viny] Deep Cushion 
Grip. 

Additionally, the milled head is 
hardened and perfectly tempered. 
Thin sharp blade with special gauge 
can be adjusted every half inch. In- 
ner side of blade is sharpened also. 

List price is $7.25. For more infor- 
mation— 

Write in No. 386 on card, Pg. 67 


Metric Hex Key Sets 


A new series of metric hex keys 
and hex key sets is announced by 
Upland Industries, Inc., Upland, Pa. 
These metric keys, which are avail- 
able in a complete range of sizes 
from 15MM to 19MM hex across 
flats, are an essential aid for work 
on foreign cars, machinery, and tools. 

The line features “wearhard” sur- 
faces and uniformity for professional 
quality. The keys are jet-black finish- 
ed and competitively priced; avail- 
able in single units and sets. For more 
information— 

Write in No. 387 on card, Pg. 67 








Lawn-Boy Mower Line 


Heading the 1961 power mower 
line of Lawn-Boy, Waukegan, II1., is 
the 19” Quietflite, shown, the mower 
said to whisper while it mows. 


Next is the 21” Automower, a self- 
propelled unit with the special “Roll- 
Control” handle to regulate the 
mower. The 21” Grass Catcher will 
collect clippings, weed seeds, leaves, 
and papers while simultaneously 
mowing the lawn. Fourth mower is 
the Deluxe, available in an 18” and 
21” cutting width. Lowest priced unit 
is the Special, with an 18” cutting 
width. 

The mowers have recoil starters, 
adjustable cutting heights, and the 
Lawn-Boy engines. Except for the 
Special, all motors are 2% hp. For 
more information— 

Write in No. 388 on card, Pg. 67 


Sleek Flashlight 


A high-fashion flashlight, the Au- 
rora light, is being introduced by 
Burgess Battery Co., Division of 
Servel, Inc., Freeport, Ill. Its sheath- 
slim lines combine a barrel of chrome 
steel with a tapered lighthead of 
black polystyrene and a deeply re- 
cessed reflector which multiplies the 
light beam intensity. The black 
switch is contoured to fit the thumb. 

Suggested retail price is $1.69, less 
batteries. Packages of six flashlights 
and a counter display for four units 
are available. For more information— 

Write in No. 389 on card, Pg. 67 





For information on 
SALES AIDS 
See Page 70 











Driveway Markers 


Two dozen driveway markers— 
one dozen of a new tulip shape and 
one dozen of the round style—are 
contained in a floor display carton 
introduced by Gleason Corp., 250 N. 
12th St., Milwaukee 3, Wisc. 


Lenses are double-faced Anthes 
Trilite made of DuPont Lucite. 
Plated, rust-resistant steel rods are 
34 inches long. 

The two dozen markers are shipped 
right in the display carton; the scored 
top section of the carton removes 
easily to convert shipping carton into 
floor display. For more information— 

Write in No. 390 on card, Pg. 67 





FREE = 


THEY HANG OR STAND! 


TACK RACKS 


SELL MORE TACKS AND RELATED 


ITEMS 


No deals required — Order only the sizes that sell fast in your store 





as , 


Write for Free 
_— Literature 


ALWAYS SELL GENUINE 


_=@eMOLLY & 


SCREW ‘ANCHORS and JACK NUTS. 


MOLLY CORP 
ctelellale Mam me! 


— =. Bis 











RENEW YOUR SUBSCRIPTION 
TO 
SOUTHERN HARDWARE 


(See Page 59) 
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Super Rotary Mower 


The 21” Super Rotary announced 
by Moto-Mower, Inc., 625 South G 
St., Richmond, Ind., is transmission- 
propelled and is equipped with a 
3-hp 4-cycle engine and recoil starter. 
It has a 4-position cutting-height 


adjustment. Deck is die-cast alu- 
minum. Weight is approximately 63 
lbs.; price, $129.95. 

An 18” Walking Super Rotary 


to make it more versatile for han- 
dling bigger fish; it is priced at $16.50. 
For more information— 

Write in No. 392 on card, Pg. 67 


Folding Saw 


A new folding saw is announced 
by the Skod Co., Greenwich, Conn.: 
“The Sportsman” for campers for 
cutting wood, and “The Gardener” 
for pruning are $3.75 each; “The 
Hunter” with a stainless steel blade 
for quartering game is $4.25. 

Blades interchange on a durable 


~ [=~ 


plastic handle. Blade locks in three 
different cutting positions and folds 
into handle, completely covering saw 
teeth for safety. Only 12” long when 
folded and 12 oz. in weight, the blade 
is made of Swedish steel. For more 
information— 
Write in No. 393 on card, Pg. 67 





COMPETITIVE EQUIPMENT 
FOR QUALITY-WISE DEALERS 
WHO LIKE THEIR CUSTOMERS 


Vs and 2 H.-P. 

12, 18 or *30 Gal. 

Plastic Lined Tanks 
PACKAGE SYSTEMS 

FOR DEEP 

OR SHALLOW WELLS 

Jet is on pump for shallow 

wells; installs in well for 


Y% and 2 H.P. 
3-Gallon Plastic 
Lined Tank 
PACKAGE SYSTEM 

DEEP OR SHALLOW 
Installs in smallest spoce. 
Low first cost. Lowest op- 
erating cost. 


Mower, similar in other respects to 
the 21” self-propelled model, mounts 
a 2.5 hp engine. Weight is approx- 
imately 48 lbs.; price, $89.95. For FOR SHALLOWELLS 
more information— 
Write in No. 391 on card, Pg. 67 Y% and Y% H.P. SHALLOWELL JETS Ys and % H.P. CONVERTIBLE JETS 
42, 82 and 120 Gallon 42, 80 and 120 Gallon 
Plastic Lined Tanks Plastic Lined Tanks 


Large water system capacity. Pump Converts for deep or shallow wells. 
delivers up to 30% more water than Bronze-fitted pump. Self-priming. 


most shallow pumps. Tank installs Highest ible effici 
‘ ve ghest convertible efficiency per 
with or remote from pump. Sharply henpbink 2036 te 


competitive. 
Famous Wayne HORNET Brand. Famous Wayne HI-LO-JET Brand. 


deep well service. 


FOR DEEP WELLS & 








Mono-Spool Reels 


The Shakespeare Co., Kalamazoo, 
Mich., reports the addition of three 
new bait casting reels to its 1961 
line. These are “Direct Drive in de- 
sign with a close tolerance-fitting 
“Mono” spool. 








DELUXITE SUBMERSIBLE SD350 ECON-O-MASTER 





@ SEALED 
\Vs H.P. MOTOR 
@ RUNS IN 
OR UNDER 


FLOAT TYPE 
@ BRONZE 


FLOATLESS 
BRONZE-FITTED 


@ Bronze volute 
housing @ Bronze 
base @ Bronze 
column @ Brass 
pump screws 
@® Automatic 


overload @ Bilt- 
on switch. 7 pont ae 

Feet 5 15 20 
QUALITY AT GPH 3000 2500 1900 1100 


A PRICE NEW LOW PRICES. 
TOP PERFORMANCE. 


@ Automatic 
water Overload 
@ BRONZE @ Stainless Steel 
PUMP Shaft 
@ AUTOMATIC ®@ Bronze Impeller 
© Bronze Bearing 
© Cast iron 
volute & base 


MEETS—BEATS 
COMPETITION 











YES! 


We want to know more cbout the Wayne 
Profit Franchise. We are interested in maximum 
discounts as a (check below): 


C) KEY DEALER [) DistRiBUTOR 


Franchises Available . . . 


I i) 


SOFTENERS MEATERS — 


Model No. 1938 is aluminum, an- 
odized in forest green, and priced at 
$14.95. A similar model in heavily 
chromed brass, No. 1934, is also avail- 
able for both heavy duty fresh water 
and light salt water bait casting. 
Model No. 1934S has a “Ty-Bo” 
crank installed on the chromed frame 


PS ileeenienes 


ADDRESS 





Wayne Home Equipment Co., Inc 
ae "ee. Fo city 
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HORSE AR PADS 


For every work horse and mule. 
“The pad with the rust-proof 
red at 


aa 


au “* es ore 


CUSHIONS 


For every tractor and farm 
implement seat. 


‘ See your jobber or write us. 
THE AMERICAN PAD & TEXTILE CO. 
Greenfield, Ohio 


MAKERS OF FAMOUS TA-PAT.CO 
HORSE COLLAR PADS SINCE 188! 





rol-O-valve 


TOILET TANK BALL 


GUARANTEED TO 


STOP 
TOILET TAN) 


@SEATS IN DIFFERENT - 
POSITION EACH TIME 


@NO TOOLS REQUIRED ¥, 
@SELF THREADING 
@ACID RESISTANT 


@ GUARANTEED 
5 YEARS 


Rol-O-Valve is a viny! plastic device 
guaranteed to stop tank leaks. 
It's New—It's Different —It Works 
and It Sells. Returns good profit at 
a suggested retail of $1.00. 

Sold through leading distributors. 
If your present source cannot sup- 
ply write or wire — 
ROL-O-VALVE SALES 
BOX 167 AMERICUS, GA. 





Adhesive Materials 


Three new do-it-yourself materials 
have been developed by the Good- 
year Tire & Rubber Co. and are be- 
ing packaged and distributed by W. 
J. Ruscoe Co., 483 Kenmore Blvd., 
Akron 1, Ohio. 

The products are aluminum forti- 
fied adhesive formula and incorporate 
the protective and elastic character- 
istics of synthetic, chemical resistant 
rubber. 

Pliogrip 12-1 is available in large 
tubes and is recommended as a seam 
sealer. 

Pliogrip 12-2, the lightest of the 
three, can be brushed on as a pro- 
tective coating. 

Pliogrip 12-3 is a heavy mastic 
type for caulking. For more informa- 
tion— 

Write in No. 394 on card, Pg. 67 


Turf Slicer 


Lawn equipment called a Turf 
Slicer is announced by Jacobsen 
Manufacturing Co., Racine, Wis. The 
power driven implement slices into 
the lawn and turns up undecomposed 
grass clippings. 

The clippings, when left in excess, 
can result in detrimental effects 
through insects and disease. The Turf 
Slicer’s job is to bring clippings to 
the surface and to aerate. It does 
not affect the lawn’s appearance, nor 
does it hamper growth, the company 
states. For more information— 

Write in No. 395 on card, Pg. 67 


For more information use Handy Return Card, Page 67 


Nylon Seine Twine 


King Cotton Cordage, 105 Duane 
St., New York 8, N. Y., offers 100% 
Nylon Seine Twine in a counter dis- 
play box. The twine is described as 
exceptionally strong, rot and mildew 
proof, and highly resistant to oil, 
grease, acids, etc. 

Colors are natural (white), yellow, 
and dark green. For more infor- 
mation— 

Write in No. 396 on card, Pg. 67 








MAK-A-KEY 
Packaged 


Machine Key Stock 
OVER 66 SIZES AVAILABLE 


The keys that changed buyers’ habits — 12- 
inch lengths of cold finished steel. zinc- 
coated. Made .000" to +.003" oversize 
rust-proof; just cut, file and fit. Reduce 
storage and handling costs. Proven in hun- 
dreds of applications throughout the world. 
Over 60 sizes stocked. 


12-in. lengths of 


MAK-A-PIN ROUND steel bars 


It's new, it's versatile — hun- 
dreds of uses for repairs or 
replacement — by die makers, 
mechanics, machine shops, 
farmers, do-it-yourselfers. 
Mak-A-Pin rounds are copper- 
coated; can be riveted, will 
cold bend; are easy to weld, 
easy to cut. Handy display 
pack contains 10, 12-in. bars 
in 7 sizes: 4" to ¥,". Size 
marked on each bar. 


DEVAN-JOHNSON COMPANY 


520 Rathbone Ave., Aurora, I) 





« tu * . 7 
CLASSIFIED 
ha . . a 





MFGRS. REPS. TO CALL ON RETAILERS 
Protected territories in N.C., S.C., Ga., 
Va., Md., Del. for aggressive men (with 
proven sales records) calling directly on 
retail hardware, lumber, dept store & 
supply houses. Sell well established, complete, 
fine-quality garden hose line to retailers at 
distributor’s prices. Give full details first 
letter. Box 721, Southern Hardware, 806 
Peachtree St., N. E., Atlanta 8, Georgia. 














Season’s 


ER eS 


oreetings 


Sy Ke 


We wish to thank wholesale 
hardware distributors and 
hardware dealers for their 
strong support during 1960. 
We look forward with full 
confidence to a prosperous 


1961. 


The Yale & Towne Manufacturing Company 
Lock & Hardware Division 
White Plains, New York 
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105 Duane Street - New York 8, New York 





These Dealers Know 
That it Pays To Advertise WARP’S 


and there are thousands more just like them 
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Warr PLASTIC PRODUCTS YOU SELL THE VERY BEST 








